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Mayor LaGuardia broadcasts his 
great concern that the younger gen- 
eration receive better training in 
good manners, and now everybody 
will want to know where the Little 
Flower got his early training. 
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if Mark Twain were alive today, 
he would probably amend his 
famous remark by saying that 
everybody talks about the paper 
situation, but nobody does anything 
about it. 
vvy 


Betty Grable tells Cosmo readers 
that she likes to be a pin-up girl. 
She evidently believes that to qual- 
§ ify for this honor, a girl has to have 
the right kind of pins. 


_ Zoe 


Ely Culbertson, the contract 
bridge expert, has a plan for set- 
tling international problems after 
the war, and it is to be hoped that 
it doesn’t require Uncle Sam to 
give up his aces. 
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“You need a tooth brush every 
day,” advertises Dr. West. 

And according to some of our best 
friends and severest critics, that’s 
about all you do need. 
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Then 


leave, 


there was the sailor on 
entrained for Buffalo, wh» 
was awakened at dawn with a call 
for Rochester. 

“Rochester, my eye,” he told the 
porter, “tell Jack Benny, don’t tell 
me.” 
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You may think the firm name of 
Dancer, Fitzgerald and Sample has 
an unfamiliar ring, but it won’t be 
long before it’s so well known it 
‘an be used in the Follies. 


ae a 


Somehow or other Bob Hope’s pet 
gags, reproduced in magazine copy 
for Pepsodent, aren’t so funny. 
Maybe, after all, those studio audi- 
ences do help. 
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The kangaroo, the animal that 
makes the long jumps, is typical of 
\ustralia, but of course that isn’t 
the reason the folks down under 
ive our first lady such an enthusi- 
istic reception. 


* * * 


Perhaps the reason Mrs. Roose- 
elt picked this particular time for 
r long flight to New Zealand and 
ustralia was to avoid having to 
ad Westbrook Pegler’s column 
ery day. 
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Hunters who get ammunition for 
ll expeditions this year have to 
rtify that the birds they kill are 
f the predatory variety. Maybe all 
ey should be required to say is 
at the hunters are. 
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Hunters taking the field in an 
ffort to supplement the household 
ipply of fresh meat should be 
ven the advice, “Don’t shoot until 
/u can see their red points.” 
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It’s a good thing those Post Office 
ficials who decry the Varga illus- 
rations in Esquire as obscene and 
ascivious are under civil service 
ind won’t have to run for reelection 
when the boys come marching 
nome. 


Copy Cus. 


Harvester's Ad 
Dept. Merged in 


‘Consumer’ Setup 


Seyfarth Heads New 
Department; Ninabuck 
Is Ad Supervisor 


By JOHN B. MILLER 

Chicago, Sept. 16.—To improve 
still further its relations with the 
consumer, International Harvester 
Company this week announced 
establishment of a consumer rela- 
tions department. 

The new department supplants 
Harvester’s advertising department, 
which for many years has occupied 
a full floor of the company’s gen- 
eral offices here. In the new setup, 
advertising takes its place as one 
related factor with other divisions, 
whose responsibilities and duties 
encompass a broad approach to the 
consumer in various fields. The 
move has interesting aspects for 
advertising, and may have consid- 
erable significance in postwar trends 
for other companies and industries. 

Nine of these divisions are now 
in operation, and in fact have been 
functioning for many months. For- 
mation of the new department is 
intended to correlate consumer- 
approach activities and place con- 
certed direction in responsible 
hands. 


Seyfarth Heads Department 


A. C. Seyfarth, formerly adver- 
tising manager, assumes direction 
of the consumer relations depart- 
ment. C. E. Johnson, assistant 
manager, retains that title. Exist- 
ing divisions include farm practice 
research, market analysis, adver- 
tising, sales promotion, advertising 
material, education and training, 
parts catalogs and _ instruction 
manuals, war products service, and 
Canadian and export. Each is in 
charge of an executive termed a 
supervisor. W. L. Ninabuck, who 
has been with Harvester for many 
years, in charge of publication 
advertising, has been appointed 
advertising supervisor. 

The move has been contemplated 
for more than a year, Mr. Seyfarth 
told ADVERTISING AGE. For even 
longer, the management has felt 
that there was a degree of confu- 
sion in the purpose of some activi- 
ties which could not be bracketed 
effectively in the existing organiza- 
tion. 

“Some of these operations were 
lodged in the sales department but 
could not be handled with sufficient 
drive, perhaps simply because they 
were more or less alien to sales,” 
he explained. “We felt that they 
were under direction forceful 
enough, but the compass direction 
was not clear. Among these were 
market analysis and consumer re- 
search, and the operations termed 
education and training programs. 
Another was farm practice research, 
supervised by the executive depart- 

(Continued on Page 46) 
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21-YEAR AGENCY PARTNERSHIP TO DISSOLVE 


Lt. Comdr. J. G. Sample 


Hill Blackett 


$100,000 Drive 
Introduces New 
‘Read to Public 


New Magazine Also 
Running $25,000 
Puzzle Contest 


New York, Sept. 16.—Braving the 
perils of wartime printing and dis- 
regarding the obstacles that usually 
beset a new entry into the publish- 
ing field, Read, a brand-new maga- 
zine of “digest” size, presenting a 
four-color cover and devoid of 
advertising, has burst into the 
monthly magazine field. 

Published by the Rodale Press of 
Emmaus, Pa., and backed by one 
of the most interesting figures in 
the publishing business, J. I. Rodale, 
the magazine is being handsomely 
promoted via a $100,000 advertising 
campaign, ranging from full-page 
to single-column newspaper inser- 
tions in 15 selected markets in the 
East, one of the largest campaigns 
ever to introduce a new magazine 
to the reading public. 

Following test issues of small 
circulation in July and August, the 
September Read hit the New York 
newsstands late in August to bring 
an entirely new personality into the 

(Continued on Page 49) 


Nelson Warns of 
Further Newsprint 
Cuts Next Year 


Magazine Cut Still 
Undecided; WPB 


Changing Rules 


Washington, D. C., Sept. 17.— 
WPB Chairman Donald Nelson 
warned today in a formal report to 
the Boren committee investigating 
the newsprint shortage that Ameri- 
can newspapers must be prepared 
for more extensive curtailment in 
their newsprint use in 1944. 

Mr. Nelson pointed out that there 
would be a shortage of 94,000 tons 
of newsprint in the fourth quarter 
this year. This shortage, he said, 
would be made up out of inventory 
but that this method of avoiding 
cuts could not be repeated. 

He revealed that supplemental 
grants for the 4th quarter could 
amount to only 60,000 tons, ap- 
proximately half of the grants al- 
lotted during the first two quarters. 
He saw little hope for any but long- 
range relief in the general supply 
situation. 

Mr. Nelson’s statement summar- 
ized the pulpwood situation as re- 

(Continued on Page 48) 


Last Minute News Flashes 
NBC Discards Advertisers’ Abeyance List 


New York, Sept. 17.—Niles Trammell, president of NBC, has sent a 
letter to advertising agencies announcing abolition of the NBC abeyance 
list, a waiting list of advertisers who obtain open program time according 


to their place on the list. 


This will permit the network in the future to 


choose any new program it wishes instead of giving the spot to the top 
name on the list, which might be offering an inferior program 


Ralston Pushes Hot Cereal Offer 


St. Louis, Sept. 17.—Ralston Purina Company today launched a one- 
cent sale in the Chicago area involving Ralston whole wheat cereal and 


Instant Ralston. 


Full newspaper pages, a complete car card schedule and 


radio support will be put behind the promotion, which is scheduled to 


hit other markets shortly. Gardner Advertising Company is the agency. | 


Shaw Newton Joins Donahue & Coe 


New York, Sept. 17.—Shaw Newton, vice-president and general mana- 


ger of Morse International for six years, has joined Donahue & Coe| ADVERTISING AGE 


in an executive capacity. 


director of McCann-Erickson for five years. 


General Foods Starts New ‘Teem’ Test 


New York, Sept. 


17.—A brand new product, Teem, 


which is tea 


combined with mate, the favorite beverage of South America, was intro- 


duced yesterday in 1,000-line test copy 


dailies. Radio also will be used. 


is the agency. 


in Harrisburg and York, Pa., 


A product of General Foods, Teem is 
called “not a substitute, but a brand new beverage.” 


Pritchard to Head K&E Outdoor Department 


Chicago, Sept. 17.—C. Earl Pritchard, head of the outdoor department 
of J. Walter Thompson Company, Chicago, has resigned to head the out- 
16 | door department of Kenyon & Eckhardt, which will be centralized in 
| | K&E’s Chicago office, of which Chester Foust, vice-president, is in charge.| phetween Mr. Blackett and Mr. Sam- 


) Agencies Emerge 
From Split-up of 
Blackett-Sample 


Personnel Revealed; 
Sample Group Holds 
Most Accounts 


By S. R. BERNSTEIN 


Chicago, Sept. 16.—The case of 
Blackett-Sample-Hummert, agency 
giant whose rumored dissolution has 
had the advertising world on the 
qui vive for the past six months, 
finally assumed a_ semblance of 
clarity this week with the issuance 
of two statements by principals of 
the agency, which revealed: 

1. Blackett-Sample-Hummert, a 
partnership in which J. G. Sample 
and Hill Blackett have equal shares, 
will be dissolved as of Dec. 31, 
1943. 

2. H. M. Dancer, president of 
B-S-H, and C. L. Fitzgerald, vice- 
president, will join with Mr. Sample 
in the formation of a new agency, 
Dancer - Fitzgerald - Sample, which 
will take over the agency’s offices 
in Chicago and New York. 

3. Hill Blackett will not retire 
from the agency business; on the 
contrary, he will organize a new 
agency, under his own name, which 
will continue to operate from offices 
in the LaSalle-Wacker building, 
where Blackett - Sample - Hummert 
now has its offices. 

4. For the time being, at least, 
Frank and Anne Hummert will be 
entirely divorced from formal con- 
nection with any agency, and will 
concentrate exclusively on the pro- 
duction of radio shows, which pre- 
sumably will be available to any 
advertiser or any agency which can 
arrange satisfactory terms for their 
use. 


Rumors Long Rife 


Behind these prosaic business 
announcements is a story whose in- 
tricacies have held the attention of 
advertising men as few other stories 
have in recent years. In the 21 
years of its existence, Blackett- 
Sample-Hummert moved to a com- 
manding position in billing and in 
profits and to an extraordinarily 
firm position in the advertising 
field—a position which was marred 
only by periodic rumors during the 
past several years that the leading 
figures in the agency were unable 
to work together harmoniously and 
that, despite the agency’s obvious 
success, dissolution of the organiza- 
tion was a momentary possibility. 

The rumors rose and died, and 
rose again, but the firm of Blackett- 
Sample-Hummert continued on its 


way, characteristically taking no 
official notice of them, until the 
rumors finally spilled over into 
action the middle of last month, 


when Frank Hummert suddenly an- 
nounced that he would not renew 
his five-year contract with the 
agency when it expires Dec. 31, and 


Benton & Bowles 


that, instead, he would launch his 
}own radio production organization, 
in company with his wife Anne, 
also a vice-president of B-S-H. 

At that time Mr. Hummert told 
(Aug. 16, 1943) 


Before joining Morse, Mr. Newton was copy|that “it is a foregone conclusion” 


| that B-S-H would be reorganized 
when the existing contraet between 
| Mr. Blackett and Mr. Sample ex- 
pired, but neither of the latter two 
would comment in any way upon 
Mr. Hummert’s prognosis. The con- 
tract to which Mr. Hummert re- 
ferred originally ran until Aug. 31, 
| 1944, it is understood, but release 
|of the two statements this week 
| reveals that efforts of the partners 
| to arrive at an equitable settlement 
|}in advance of that date were suc- 
cessful, permitting reorganization of 
iw business at the end of this year 
| Final details of the dissolution 
are reported to have been arranged 
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ple late in August, just before Mr. | main unchanged” is subject to slight |on Axton-Fisher Tobacco Company | 


Sample, now serving as a lieutenant | 
commander in the Navy, left for 
sea duty. | 


Blackett Statement Clears Air 


Formation of an agency involving | 
Messrs. Sample, Dancer and Fitz- 
gerald as one of the results of the 
dissolution of B-S-H was commonly 
expected, but it was not until Hill 
Blackett released his own statement 
this week that his plans were gen- 
erally known. Previously, it had 
not been known whether he in- 
tended to continue in the agency 
business, or whether he planned to 
retire from that business in order 
to devote more time to political 
interests, oil wells and other activi- 
ties in which he has lately shown 
considerable interest. 

For the first 
time this week, 


some light also 
began to emerge 
with reference to 
the personnel 
which will make 
up the nucleus 
of each new 
agency. Dancer- 
Fitzgerald- 
Sample will take 
over the present 
offices of B-S-H, 
and the bulk of 
its personnel, 
although this 
agency’s announcement that present 


Marvin Harms 


B-S-H personnel “will largely re- 


modification, in view of Mr. Black- 


Robert G. Wilson 
Falstaff Brewing Corporation, A. E. 


Staley Mfg. Company, 


Brach & Sons. 
Robert G. Wil- 
son, B-S-H vice- 
president and 
writer who has 


| written key copy 


on Oxydol, Oval- 
tine and Staley. 
A six-year B-S- 
H executive, Mr. 
Wilson was for- 
merly with J. 
Walter Thomp- 
son, Ruthrauff & 
Ryan and Sears, 
Roebuck. 
Kenath T. 
Sponsel, B-S-H 


vice-president with seven years’ 
Senior account executive 


service. 


' 


ett’s announce-| 
ment this week 
that ten major 
executives of B- 
S-H will join 
him in his new 


venture. These 
executives are: 
Marvin Harms, 
B-S-H vice- 
president, one- 
time Pabst ad- 
vertising man- 
ager, described 
as senior account 
executive on 
Dreft (P&G), 


and E. J. 


Kenneth T. Sponsel 


and Joyce Aviation, Inc. Formerly 
with Curtis Publishing Company 
and Erwin, Wasey & Co. 

Lloyd C. Nelson, B-S-H treas- 
urer. 

J. R. Lieber, 
auditor and office manager; 
the agency 17 years. 

Vaughn M. Jones, production de- 
partment manager, with 12 years’ 
service at B-S-H. 

Alan Wallace, radio production 
department, with B-S-H for eight 
years as producer and director of 
numerous shows. 

Henry Rahmel, technical radio 
supervisor of B-S-H for seven 
years. 

George F. Drake, account execu- 
tive on Club Aluminum Products 
Company and Continental Illinois 
Bank & Trust Company. 

Don Digman, B-S-H art direc- 
tor for Wander Company, Staley 
and Club Aluminum, who has also 
done finished art for Ovaltine and 
Wheaties. 

Additional personnel, and a list 
of accounts, will be announced 
later, Mr. Blackett said. 

Active management of the other 
agency to emerge from the disso- 


B-S-H secretary, 
with 


| lution will rest in the hands of Mix 
|Dancer and Cliff Fitzgerald while 


Lt. Comdr. Sample continues on 
active duty. Mr. Dancer came to 
B-S-H six years ago and has served 
as president since November, 1940. 
Previously he was with Henri, 
Hurst & McDonald as vice-president 


PACTS .wccce 


@ Indianapolis, one of America’s finest 
transportation centers... 16 railroad 
lines, 5 airports, 120 truck lines en- 
ables one to reach over night 75,000,- 
000 people. 


@ Indianapolis 
May, 1942 


population 406,515 in 
(Chamber of Commerce). 


@ Indianapolis industriol payrolls up 
52°, February, 1943, over February, 
1942, and five times greoter than in 
1939. 


@ Employment up 26°, February, 1943, 
over February, 1942, and two and one- 
half times the number of workers em- 
ployed in 1939. 


@ Effective buying income, $686,537,000. 
@ Indianapolis per family income, $4,156. 


@ Farm incomes in the Indianapolis Ro- 
dius up 51%. 


@ Industria! payrolls, in the Indionopolis 
Rodius, up 38°. 


@ The News clone will do the job 


New York (17) 


DAN A. CARROLL 1/10 E 42nd St 


Chicago (11) 


J. €& LUTZ Tribune Tower 


Indianapolis (6) 


*2nd City 
2nd County 


throughout the entire 
Midwest in Effective 
Buying Income 


1st in Daily Circulation 


ist in Advertising Lineage 


1st in the Hearts of Hoosierdom 


J. F. BREEZE Advertising Director 
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Advertising Age, September 2: 


JOIN SAMPLE IN NEW AGENCY 


4 
— 


Cliff Fitzgerald 


bs 


5 


1943 


H. M. Dancer 


and general manager, following a 
term of service with L. W. Ramsey 
Company, Davenport agency. Mr. 
Fitzgerald is the founder of Fitz- 
gerald Advertising Agency, New 
Orleans, largest in the South, which 
he sold to his associates in 1937, 
coming to Chicago at that time as 
manager of the Chicago office of 
Sherman K. Ellis & Co. He joined 
ie as vice-president in July, 
1941. 

Other personnel to be included 
in the Dancer-Fitzgerald-Sample 
group, all now employed by B-S-H, 
include Paul Keenan, assistant to 
the president; T. L. Greer, account 
executive on General Mills; David 
D. Brown, account executive on 
Procter & Gamble, and F. Kenneth 
Beirn, all of whom will be partners 
along with the principals. B-S-H 
copy chiefs included in the new 
setup are James J. Tennyson and 
W. Norman Graham, and art direc- 
tors will include Andrew Arm- 
strong, Don Avery, Stuart Rae and 
Frank Livingston. 

Charles A. Wolcott, director of 
research and media for B-S-H, will 
continue with Dancer-Fitzgerald- 
Sample, as will J. James Neale, 
director of time buying; Paul K. 
Flavin and J. L. Snodgrass, space 
buyers; George A. Bolas and Lester 
Schroeder, time buyers; S-Marie 
Vaughn, manager of research; and 
Albert Black, production manager. 


New York Lineup Set 


Partners in the New York office 
will be George G. Tormey, vice- 
president, and account executives 
Bert Carter and Joseph Palistrant. 
Robert McNell, account executive, | 
will also carry on for the new}! 
agency, with William Irwin as the| 
New York art director. Mr. Dancer, | 
it is understood, will maintain per- | 
sonal supervision over both offices, | 
splitting his time between New 
York and Chicago, as he has been | 
doing recently. 

Neither of the agencies which has | 
emerged from the dissolution of | 
B-S-H has issued a list of clients, | 


as no change in the existing setup | 
is scheduled to take place until the 
end of the year. However, informed 
opinion agrees that Dancer-Fitzger- 
ald-Sample will start off with most 
of the major plums now in the 
agency basket, including particu- 
larly General Mills, Procter & Gam- 


| 


ble, the various Sterling Drug 
accounts, and American Home 
Products. Since all radio shows 


produced for the latter two ac- 
counts through B-S-H are exclusive 


which is understandable inasmuch | 


| Joyce Aviation, Inc., a 


creations and productions of Frank | 


— 


and Anne Hummert, it is not sur- 
prising that the announcemen: o/ 
the formation of Dancer-Fitzger :\d- 
Sample laid particular stress on the 
fact that “these services will con- 
tinue to be available to the clients 
of Dancer-Fitzgerald-Sample.” The 
two accounts represent, respectively, 
about $5.000,000 and $3,500,000 of 
B-S-H billings. 

Oxydol and Dreft, which B-S-H 
handles for Procter & Gamble, ac- 
counted for about $3,250,000 of the 
giant P & G total in major media 
during 1942, and General Mills 
spent approximately $3,300,000 on 
Cheerioats, Corn Kix, Gold Meda! 
flour and Softasilk cake flour dur- 
ing the same year. Most of the 
advertising for these products is 
handled by B-S-H. 


Accounts to Blackett 


Definitely, but unofficially, in the 
Blackett camp at the moment are 
Wander Company (Ovaltine), with 
an expenditure of about $1,000,000 
in major media during 1942, ap- 
proximately halt of which went 
into the “Captain Midnight” and 
other radio shows; and Axton- 
Fisher Tobacco Company, for which 
B-S-H now handles most products 
with the exception of Fleetwood 
and Twenty Grand, which are Mc- 
Cann-Erickson accounts. Spud and 
Fleetwood were the only Axton- 
Fisher brands to get substantial 
promotion last year, expenditures in 
major media for each brand run- 
ning something under $150,000. 

In addition, the Blackett agency 
is credited with A. E. Staley Mfg 
Company, which makes starch, corn 
syrup, feed and Stoy, a new soy 
flour, and which, while credited 
with only a miniscule expenditure 
in major media last year, is cur- 
rently spending a fair amount o: 
a spot radio show, “Sweet River,’ 
which may conceivably go network 
shortly. Incidentally, the Hummerts 
have no connection with either the 
Ovaltine or the Staley radio activi- 
ties. 

Blackett will also have Club 
Aluminum Products Company, ac- 
cording to reports, as well as E. J. 
Brach & Sons Candy Company and 
“dark horse” 
|account which may blossom out i: 
the postwar period. The compan 
|owns a number of basic patents in 
the airplane field. 
| The only other major account i 
'the present B-S-H lineup is Fa 
| staff Brewing Company, St. Loui 
which spent about $200,000 
newspapers in its territory la 
year. This account reportedly wi 
accrue to che Dancer-Fitzgeral 
Sample organization. 
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Stimulate Your 
WAR ADVERTISING 
with this 


WAC 
RECRUITING 


FILM 
CAMPAIGN 


Calling for 200,000 volunteers 
—the WAC Recruiting Cam- 
paign is one of the great public- 
appeal programs of America’s 
war effort. 


“Speed Them Back—Join the 
WAC" official campaign theme, 
is dramatized by SCREEN 
BROADCASTS in a series of 
stirring films ready for your 
sponsorship on the screens of 
motion picture theatres. In 
Sight, Sound, Action they will 
inspire American women to 
meet the challenge of total war 


with the same courageous de- 
termination that pioneer women 
showed when this country was 
a frontier. 


These dynamic, less-than-a-min- 
ute screen spots were developed 
under the direct supervision of 
the War Department. They pro- 
vide you with an unprecedented 
opportunity to put your com- 
pany and product name in the 
line of march to victory. 


The campaign is designed to 
give guaranteed release to one 
film subject each week as part of 
each regular performance dur- 


YSANDS OF ARMY I 
S WEED FILLING ! 


ing the week. Each subject 
closes with the sponsor's name 
and message impressively nar- 
rated against a musical back- 
ground. The campaign can be 
sponsored nationally, section- 
ally, locally. Communities to be 
covered and theatres to be 
used in these communities are 
selected by the sponsor. 


Sponsorship is amazingly 
reasonable, since there is no 
production cost to the sponsor. 
Low distribution rates cover 
everything. This campaign is 
commissionable to advertising 
agencies. 


Ask SCREEN BROADCASTS fo tell you how your advertising can help 
speed them back—by recruiting for the WAC. 


UNITED FILM SERVICE, INC. 


15TH-—STREE 


"'THE NATIONALE—NETWORK OF THEATRE COMMUNICATIONS 


fs WN. W. 
DISTRIBUTED BY 


WASHINGTON, D.C. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
122 East 42nd St. 1032 Carondelet St. 1203 Rhodes-Haverty Bldg 
NEW YORK CITY NEW ORLEANS, LA. ATLANTA, GA. 


Murrayhill 3-499! Magnolia 4545 Walnut 355! 


2449 Charlotte Street 333 No. Michigan Ave. 
KANSAS CITY, MO. CHICAGO, ILL. 


Harrison 5840 Randolph 2248 
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Government Hit 
for Handling of 
Food Problems 


Chicago, Sept. 17.—Government 
agencies and “bureaucrats” took a 
terrific pasting this week from 
speakers before the National Asso- 
ciation of Food Chains and the 
National Food Conference, both of 
which held sessions here to demand 
a clarification of the entire food 
picture, and to blast impartially but 
lustily at the OPA, the “bureau- 
crats,” the War Food Administra- 
tion and all gowernment agencies 
involved in the food picture. 

Almost two-score speakers ad- 
dressed the chain organization and 
the national conference which was 
convened by Frank Gannett, New 
York State mewspaper publisher, 
acting upon the suggestion of state 
agricultural officials in 16 states. 

In general, speakers representing 
every angle of the food business. 
including farmers, cattle raisers. 
distributors and retailers, declared 
that there can be a sufficient supply 
of foods for both civilian and wa) 
needs, but that muddled adminis 
tration and bureaucratic planning 
and red tape are creating situations 


which must inevitably end in chaos 
unless they are speedly corrected. 


Ask for Food Czar 


Appointment of a food czar, with 
over-all non-political powers to 
make every segment of the gar- 
gantuan food industry fit into a 
smooth-working, efficient machine, 
was strongly urged, as was simpli- 
fication of rationing regulations and 
more equitable determination of 
price ceilings. 

In a talk at the national food 
conference yesterday which was of 
particular interest to advertisers, 
Lou R. Maxon, head of the Detroit 
advertising agency, and former 
deputy director of the OPA, sub- 
mitted a 14-point program for 
clearing up the food situation, in 
the course of which he again 
warned strongly against letting 
government set up grade labeling 
requirements. 

Pointing out canned goods, ac- 
cording to government figures, rep- 
resent only about 4% of the aver- 
age grocery bill, and that such 
goods have shown the smallest per- 
centage of increase in price since 
the war began, Mr. Maxon asserted 
that grade labeling in the food field 
‘s desired by certain Washington 
groups not because of the impor- 
tance of maintaining prices, but 
because of a desire to control every- 
thing. - 

“Once grade labeling becomes 
nandatory,” he said, “the next step 
is the adoption of a fixed price for 


each grade, and when these two 
steps have been taken, freedom of 
enterprise is gone, the value of 
names and brands is gone, the 
incentive to improve products is 
gone, and it is not too much to say 
that free enterprise and even free- 
dom of the press are gone, too.” 

An imposing galaxy of speakers 
addressed the food conference, in- 
cluding six United States senators; 
Wheeler McMillan, editor, Farm 
Journal; Louis Bromfield; Fred Sex- 
auer, president, Dairymen’s League 
Cooperative Association; R. C. Pol- 
lock, National Live Stock & Meat 
Board; Rachael Reed, The Borden 
Company; and Mrs. R. M. Kiefer, 
National Association of Retail Gro- 
cers. 


Bogart Joins Mathes 

H. L. Bogart, formerly of Alber- 
type Corporation, has joined the 
public relations department of J. M. 
Mathes, Inc., New York. Prior to 
joining Albertype he was publisher 
of Park Press Publications. 


Resumes Advertising 

Hair Products Company, New 
York, has scheduled a new cam- 
paign for Pro-ker, through J. M. 
Hickerson, resuming publication ad- 
vertising after a lapse of about five 
years. Small space units in This 
Week Magazine, Sept. 19, opening 
the new campaign, will be followed 
by newspaper insertions in selected 
markets. 


WSA Uses Paid 
Advertising to 
Recruit Seamen 


New York, Sept. 16.—Plagued by 
manpower shortages in shaping the 
constantly growing merchant mar- 
ine, the recruitment and manning 
organization of the War Shipping 
Administration has resorted to a 
in 30 
newspapers in cities bordering on 
the Atlantic, Pacific and Gulf coasts, 
and in about 30 smaller papers in 


paid advertising campaign 


the Great Lakes area. 


Initial copy broke the latter part 
of August and will appear through- 
out September and part of October, 
with further extension depending 
on success of the recruitment cam- 
The schedule calls for 420- 
line insertions in larger newspapers, 
while in the campaign concentrating 
in the Great 
Lakes area 168-line units are being 


paign. 


in smaller papers 


used. 


Kelly, Nason, Inc., is the agency. 


Fidelity Names Agency 


Fidelity Chemical Products Cor- 
poration, Newark, manufacturer of 
cleaning compounds and detergents, 
Morse, 
Hutchins and Easton, New York, to 
“Absorbo,” 
cleaning 


has appointed Sheldon, 
handle advertising of 
new antislip and _ floor 
material. 


Advertising Age, September 20 1943 


‘Esquire’ Denies 
Indecency Charc:; 
Will Fight Case 


Chicago, Sept. 15.—Esqtire ha, 
printed no indecent material ang 
intends “to exercise all of 
rights” in opposing the Post (‘fice 
Department’s charge that nine 943 
issues contained matter of “an ob 
scene, lewd and lascivious che ac. 
ter,” Arnold Gingrich, editor, -ajq 
this week. 

In its first foray into the fie]: os 
high-price magazines, the dep srt. 
ment ordered publishers of Esq ‘ire 
to appear at a hearing in Wash ng. 
ton, D. C., Sept. 28 to show couse 
why the publication’s second ¢\ass 
mailing privileges should not be 
canceled. The complaint was based, 
in general, on the famous Virg, 
girl drawings, particularly the 
Varga calendar in the January issue 
of Esquire. The department als) 
cited one letter to the editor, and 
two textual articles over the nine- 
month period. 

“We are convinced that none of 
the material we have published ip 
the past year is indecent,” Mr. Gin- 
grich told ADVERTISING AGE ‘We 
fully intend to exercise all of our 
rights in opposing the charge. We 
feel that the language of the statute 
under which Esquire has been cited 
is far too strong to apply to the 
material we have printed. 
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When Latin America—that immense market of 125,- 
000,000 people now piling up a formidable volume of 
post-war buying power—hangs out that "we're ready 
to buy" shingle, look out! The rush is going to be ter- 


The front-line boys—the ones who will walk 


away with the big, juicy contracts—are the ones who 
have riveted the attention of people inside Latin 
America onto their wares by judicious advertising 
NOW. They are the ones whose trade names have 
the familiar, welcome ring that comes through con- 


ANSLCOME 
IN DUSTRY 
we wanT To BUY 


FROM YOU mesic 


ERICAN 


OME A DAY! 


“Public attitudes and tastes have 
become much more _ sophisticated 
since the statute was written, and 


7 we strongly contend that none of 


MACHEN ZIE 


sistent advertising in *BPIC Specialized Export Publi- 


cations. 


Don't risk getting caught in that crush. Have 


your name and product in there pitching for you now 


while the stampede is gathering in the distance. 


Let 


your future sales be based on the solid foundation of 
goodwill and friendliness that *BPIC is building up in 
the five great fields it covers in Latin America: drug, 
engineering, industrial and construction; and automo- 


tive the world over. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co. Inc. and Chilton Co., Inc.) 


INTERNACIONAL 


INGENTERIA 
z= Auto 


consTRUCCION 
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FARMACEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 


published monthly in Span- published monthly 
ish, circulates to the Latin 

American CONSTRUCTION Asia. 

fleld. Oceania. 


ish and circulating to the 
AUTOMOTIVE TRADE in 
Africa, Europe and 


in Eng- 


AUTOMOTIVE TRADE 
Latin America. 


published monthly in Span- 
ish and circulating to the 


published monthly in Span- 


ish and circulating to the 
in DRUG TRADE in Latin 
America. 


J 


the material we have printed is 
indecent to the minds and sensibili- 
ties of the average person today. 

“Our editorial policy, in light of 
the citation, will be merely to sub- 
stantiate our position.” 

This latest in a series of postal 
censorship actions was viewed in 
Washington as an attempt on the 
part of Postmaster General Frank 
Walker to prove that his campaign 
against allegedly salacious publica- 
tions will not be limited to pulps 
and other low-price magazines. 
Calvin W. Hassell, assistant solici- 


the case against Esquire at the 
Sept. 28 hearing. 


Joins Arthur Kudner 


Dr. Franklin 
R. Cawl, director 
of research and 
sales promotion 
for Farm Journal 
and Farmer’s © 
Wife, and presi- © 
dent of the Phil- 
adelphia chapter 
of the Ameri- 
can Marketing 
Association, has 
joined Arthur 
Kudner, Inc., 


New York, as 
director of mar- : 
keting and re- Dr. Franklin Caw! 


search for the agency. 


ANPA Names Griffin 


Linwood I. Noyes, publisher of 


the Globe, Ironwood, Mich., and 
president, American Newspaper 
Publishers Association, has _ ap- 


pointed J. A. Griffin Jr., vice-pres'- 
dent and business manager, Chicao 
Times, as a member of the Special 
Standing Committee, succeeding te 
late John S. McCarrens, Cleveland 
Plain Dealer. @ 


“YOU CAN'T 
COVER MICHIGAN » 
WITHOUT... 


One of the mc" 
active markets 
Michigan. Busy Pp 
ducing foods 4 * 
war equipment — 2 
000 highly paid we * 
earners. Write’ ’ 
market map. 


THE BATTLE CREEK 
ENQUIRER «»> NEWS 


ALLEN-KLAPP CO. New York: Chicage- Detroi’ 


tor for the department, will present . 
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THE MERIT OF CHINESE NEWSPAPERS 
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The wise Chinese recognize the importance of opinions, identified 


as opinions, by devoting their front pages to 


editorials! The news is vitally important, sure. But there’s 


something in the Chinese philosophy of journalism too! 


Recognition of this fact helps explain the success of 


Newsweek. It gives emphasis not alone to news facts, 


but to signed opinions, news significance, and fore- 


casts of the future. An added Newsweek feature today is 


of EKG Ki cel emt (eg mea x . 


on-the-spot news direct from the fighting fronts . . . by top 


war correspondents Crawford, Boddie, Newman, Lardner. The 


result was inevitable. An increase in circulation, in five years, 
of 74% ... now more than half a million readers. 

And an increase in advertising revenue, among 
general magazines, from twenty-second 
to fifth place! It doesn’t take the wis- 
dom of Confucius to see that here 


is a leader in American thought! 
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Anti-Inflation 


Magazine Drive 
Praised by FDR 


cess is to be achieved in this pro- 
gram. 
| “The educational campaign spon- 


sored by 481 magazines is an out-| 
| standing example of public service | 


|during the war emergency because 
|/an important medium has been put 


effected in all departments of paper 
consumption. A report on maga- 
zine consumption is expected to be 
compiled in the near future. 
Because of the war emergency, 
|all officers and directors of the 
association were reelected. William 


Shawnee-on-Delaware, Pa., Sept.| to work to explain the inflationary |B. Warner, president of the McCall 


14.—The anti-inflation 
running in 481 publications with al 
total circulation of more than 91,- 
000,000 has received the enthusiastic 
endorsement of President Roosevelt | 


and heads of war agencies of the | 


government, it was disclosed at the 
annual convention of the National 
Publishers’ Association here today. 

In a message to the association, | 
President Roosevelt pointed out the 
need for 


quaint the public with the facts 
about inflation, and added: 
“The task of holding the line 


against inflation is one that requires 
closest cooperation between the 
people and their government. Gov- 
ernment controls can do only part 
of the job. Voluntary action on the 


part of civilians is essential if suc- | 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


educational work to ac-| 


how they 
| with it. 
“I am confident this cooperation | 
will continue as long as the need! 
exists.” 
The campaign to which the presi- 
dent referred was prepared by the | 


can help in dealing) 


War Advertising Council in cooper- | 


| ation with the Office of Economic | 
Stabilization and the Office of War | 
Information. 


See New Paper Cut 


| The seriousness of the paper situ- 


ation was strongly emphasized in 
discussions at the convention. While 
no cut for the fourth quarter has 
| been made, and while none may be 
made until after the report of the 
international fact-finding commit- 
tee now studying the whole situa- 
tion is released, the possibility of 
another severe cut, amounting to as 
much as 25% of 1942 consumption, 
was considered. 

| Special stress was placed upon 
| the fact that magazines have lived 
/up to their obligations in applying 
'the 10% cut during the first three 
| quarters, and upon the desirability 
| of surveying the field to make sure 
{that the desired saving has been 


campaign | problem to the people and tell them | | Corporation, heads the organization, 
sponsored by magazines and now} 


with Mason Britton, McGraw-Hill 
| Publishing Company, and Walter D. 
Fuller, Curtis Publishing Company, 
serving as vice-presidents. Ar thur 
|S. Moore, Hearst Magazines, Inc., is 


|treasurer, and F. L. Wursburg, 
Conde Nast Publications, is secre- 
tary. 

Directors are: E. H. Ahrens, 


| Ahrens Publishing Company; James 
| Barton, American Legion Magazine; 
R. E. Berlin, Hearst Magazines, Inc.; 
Fred Bohen, Meredith Publishing 
Company; Graham Patterson, Farm 


Journal and Farmer’s Wife, and 
Carroll Rheinstrom, Macfadden 
Publications. 


Dudley to Chicago 

Beverly Dudley, managing editor 
of Electronics, published by Mc- 
Graw-Hill, has been appointed to 
| the new post of western editor, and 
| will take over his new duties Oct. 
1 at the publisher’s Chicago offices, 
520 North Michigan Ave. Before 
joining the McGraw-Hill publica- 
tion, he was in the electrical engi- 
neering department of Massachu- 
setts Institute of Technology, then 
served as technical radio editor of 
| the Chicago Evening Post. 


INDUSTRIAL WORK. 
ERS—Latest count avail- 
able shows 717,000 em- 
ployed at an average 
wage of $61.47 weekly in 
DETROIT. In addition 
there are 491,000 non-in- 
dustrial employees in the 
Detroit industrial area. 


movie 


soul 


potentialities 


its 


2 A.M.- Detroit Time... . 


DETROIT slumbers not nor sleeps. 


$1,000,000 worth of war materials rolls out of Detroit plants. 


2 A.M. 


day. thousands shopping, thousands working. 


in Detroit’s picture that are not pretty, but all in all Detroit's real 


is sound. 


work and intense application to the job in hand. . 


Ferd, and the Dodges and the Lelands and Chrysler is perennial in 


Detroit. 
markets—rich, lusty—young, virile 
the parade. We 


112-vear-old morning 


Che Detroit Free Press 


Story, Brooks & Finley, Inc., National Representatives 


Every hour of every day over 


you will find five thousand people attending a down-town 


thousands of cars on the streets 


The spirit that made it great 


Now arid always Detroit will be one of the world’s great 
quick to catch on—ahead of 
invite you to consider Detroit's enormous sales 
to appreciate the special advertising value inherent 


new spaper. 


At 


By 


There are some spots 


crowded night clubs. 


-the spirit of hard 
. the spirit of a 


circulation 378.248. 


July 


In Washington... 


Fly Builds Case 
for FCC Against 
Congress Action 


Emphasizes Role of 
‘Public Defender’ 


at Network Hearing 


Washington, D. C., Sept. 16.— 
Chairman James L. Fly and the 
FCC majority, by concentrating on 
radio’s policies toward labor-spon- 
sored programs and the propriety of 
sponsored news programs, have 
turned the hearings on the sale of 
the Blue Network into an FCC 
offensive against proposed changes 
in the Communications Act. 

A review of the record of the 
Sept. 10 hearings shows that fully 
half the questions directed at Mark 
Woods, Blue president, who testi- 
fied for all but 10 minutes of the 
day, were centered around freedom 
of speech on the air. A very small 
portion of the record contains mate- 
rial directly related to the proposed 
sale of the network to Edward J. 
Noble. 

Since the long, careful grilling of 
Mr. Woods on the network’s cur- 
rent sponsorship policies could not 
possibly determine in any way Mr. 
Noble’s qualification to buy the 
Blue, it is inescapable that the FCC 
is using these sessions to strike 
back at broadcasters for the gouging 
the commission has taken from the 
Cox committee throughout the sum- 
mer. 


Advertising Age, September 20, \943 
fer, Mr. Fly said at the confer noe 
that “this is just an investiga: 5)» 
He took the opportunity to r ney 


Champions Public Interest 


During the Blue hearings, and 


| real 


again at a news conference Monday, 
Mr. Fly let no opportunity pass to 
put FCC on the record as the cham- | 
pion of the public interest. 

Pinned down on whether or not | 
all the testimony on Blue’s labor | 
policies was relevant to the trans- 


his attacks on the NAB code, }>5w. 
ever, warning against “a ten 


icy 
to constrict and exclude, par? ey. 


us 
larly in the field of public di: ys. 
sion, the presentation of view. op 
important current issues.” 

Most of Mr. Fly’s attack was 
against over-commercializatior of 
radio. “We seem to be stickin = 4 
the point that so long as an ¢ itf: 
is big enough and has some pro: ye! 
to sell over a national networ!). |; 
will get the time; if not, it wot.” 
he said. 

Assails Idea Peddling 

He particularly directed his guns 
toward news programs some of 
which, he said, “peddle ideas 
you from company headquar?-rs 
Where ideas and ideals and philoso- 
phies are promoted, they oughi tp 
be promoted openly.” 

He said that although some peo- 
ple may believe the ideal news 
program would not be sponsored, 


he would take no position on that 
issue, for “we have some splendi 
examples of courage in news 
porters who are paid by sponsors.” 

All the discussion was obviously 
designed to build up the commi 
sion’s record for the hearings on 
radio legislation that must certainly 
come this fall. There is a good 
prospect that some changes in the 
Communications Act will result, 
but it is ouite unlikely that these 
changes will approach the extreme: 
advocated by some broadcasters. 

The record of the Cox committee 
disappointed most proponents of 
changes in the law, and it is gener- 
ally considered here that it has not 
helped the situation. However, the 
problem holding back radi 
legislation is the indifference of 
Congress. While many Congress- 
men will use fighting words before 
the NAB, it is hard to make th 
majority feel the stakes are suffi- 
cient. 

Chairman Fly obviously took ad- 
vantage of this situation in doing 
his. best this past week to pictur 
FCC as the public’s protector fron 
the broadcasting interests, and thus 
make some Congressmen even less | 
inclined to push for revision of the f 
law. { 
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at 31.890. 


ideas for 


DOMINATES 


facts about the city’. 


study uncovered poss 
Peoria employment in 1940 was 24,721 


after the war, the committee 


and it is less 


On the drawing board- 


A GOOD MARKET zow 
\A BETTER MARKET 
\wher the wae tt wov 


{ growp of hard-headed businessmen 
under the for F 


Developme 


national ( ommittes 


nt. reports as follows on 
an energetye: canvass of present employment got t 


+6 factories ¢ mples ing 32.423 workers 


ibilities which have wide intere 
last year it was 32.42 
carefully, it can be he 


of 19% 


calculates 


That is 20 percent more than the “normal” 


than twe percent below the bigh wartime figur 


and blueprints of Peoria factories 


new production. in clear, sharp form 


i ie a a oe 
Peoriarea people 614.104 total with $44.575 in our primary ares 
on W}MBD for fine entertaunment, public service features 
cooperation. WMBD w close to their hearts » powerful inf 
there buying habets Recent Conlan survey shows 90.2 het 
awrage for WMBD more than trice the average of the clow 
petitor more than all other stations combined! 
Rika War wdustriee’ Of course, but theyll he recoaverted without 
GF ren ler town slump. Diversified manufacturing plus wast, rich agr 
; wun Saas makes certain of consistent better returns for vour advertir 
wees & o mamece cos “outside station” can do a job in Peoriares' 
Get into thee steady. good market through one-medium coverage  *% ° 
PEORIA BROADCASTING COMPANY, PEORIA, ILLINCIS 
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A Plea To Advertising Agencies 


For More ‘l’rade Paper 
‘That Is Superlatively 


Cop 


OO 


’ a were ee were 
: RPenrwaewwer es 


Ten years ago, eighty percent of the copy that 
ran in drug trade papers was very pallid stuff. 
hank heaven, things are better now. 


An inspection of the September 20th, 1943 issue 
of DRUG TOPICS will show you that eighty 
percent of the drug trade messages currently ap- 
pearing are soundly conceived and that a sizable 
percentage can honestly be rated four star. Drug 
trade paper copy inanity is the exception these 
days in DRUG TOPICS instead of the rule. 
And what’s true of DRUG TOPICS probably 


is true of most trade papers. 


But the progress, great though it has been, 
doesn’t satisfy those of us who know the super- 
latively good jobs that superlatively good trade 
paper copy can accomplish. 


We know—and can prove to you—that the effec- 
tiveness of a $2,000,000 consumer campaign can 


be upped appreciably through the skilled use of 
$20,000 worth of trade paper space. We know 
—and can prove to you—that bad trade relation- 
ships (which smart advertising in good trade 
papers can always sweeten ) have countless times 
slowed brilliantly conceived consumer cam- 
paigns down to a limp. We know—and can 
prove to you—that trade paper jobs which have 
really enthused dealers have made many an ordi- 
nary, low cost consumer program look like a 
million. We know—and can prove to you—that 
really good copy, placed in a really good trade 
paper, will deliver returns to your clients in geo- 
metric proportion to the space bills. 


—And so we ask the advertising ; agencies of 
America for more trade paper copy that is super- 
latively good—promising, in the name of all first 
class trade papers, that the results will knock 
your hats off if you’ll give it to us. 


Drveal 


330 WEST 42nd STREET + 


+ 


CS 


+ NEW YORK CITY 18 
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Networks to Hold 
"Radio Days’ for 
3rd Loan Plugs 


Washington, D. C., Sept. 15.— 
Each of the nation’s four major 
radio networks agreed this week to 
hold its individual “radio day” 
plugging war bonds around-the- 
clock as an additional contribution 
to the Treasury’s $15,000,000,000 
3rd War Loan drive. 

Actually, there will be five “radio 
days” according to Vincent F. Cal- 
lahan, director of press, radio and 
advertising for the war finance di- 
vision. The fifth day will be set 
aside for independent stations. In a 
telegram to radio editors announc- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


ing radio day, Mr. Callahan said 
that it was held by the industry in 
support of the 3rd War Loan drive 
“about the success of which the 
Treasury is vitally concerned.” 

According to the schedule an- 
nounced by the Treasury, Mutual 
is to hold the first radio day Sept. 
18 from 10 a. m. to 10 p. m. With 
only a few days’ notice, the net- 
work has arranged at least 15 spe- 
cial programs. 

Blue’s radio day is set for the 
following day from 8 a. m. to mid- 
night. It is to include cut-ins 
from London; messages by military 
leaders, correspondents, movie stars 
and political leaders. 

Radio day on CBS has been 
scheduled for Sept. 21, running 
from 8 a. m. until 1 a. m. Sept. 22. 
It will feature direct appeals on 
every sustaining and commercial 
program by the stars of the show. 

Fourth network radio day will be 
NBC’s on Sept. 26 from sign-on 
time until 1 a. m. Sept. 27. NBC 
will also use appeals by stars of all 
sustaining and commercial pro- 
grams. These stars will be avail- 
able for an hour after the program 
to make telephone orders. 


The Treasury has named Sept. 23 
as radio day for independent sta- 
tions. Personnel of the war finance 
division and volunteer workers will 
be available to take telephone 
pledges at each station during its 
radio day. 


Agency Group 
Pledges Aid in 
Postwar Planning 


Cincinnati, Sept. 14.— Postwar 
planning now is the only way 
industry can assure’ continued 


employment of war workers and 
returning service men, and agencies 
must assist clients in this vital 
work, Lee Donnelley, president, Lee 
Donnelley Company, Cleveland, de- 
clared here last week at the three- 
day conference of the First Adver- 
tising Agency Group. 

The group, said Mr. Donnelley, 
serves more than 700 industrial and 
general advertisers, and the ques- 
tion of being of greater service to 
American business and _ industry 
ranked high on the conference pro- 


gram. Agency executives from 20 
key marketing centers from coast 
to coast attended the annual ses- 
sions. Keelor & Stites Company, 
Cincinnati, acted as host agency. 

At the annual election of officers 
Saturday, Mr. Donnelley was re- 
elected president. Other officers 
reelected are: Norman Lewis, presi- 
dent, Ridgeway Company, St. Louis, 
as vice-president; and Melvin F. 
Hall, president of the Buffalo 
agency bearing his name, secretary- 
treasurer. 


Williams on WOXR 

J. B. Williams Company has pur- 
chased “Time Magazine Worldwide 
News Review” on Station WQXR, 
New York, to advertise Glider 
brushless shave cream. The pro- 
gram is heard Mondays through 
Fridays from 9 to 9:15 p. m., EWT. 
The first portion of the newscast is 
devoted to a summary of the latest 
news of the day, and the second 
part presents sidelights and features 
material in the day’s news as re- 
ported by Time’s correspondents 
throughout the world. J. Walter 
Thompson Company is the agency. 


This is an introduction 


to something new in network radio. 


It is a plan designed for the four-way benefit 


of listeners, advertisers. the nafton’s 


war effort, and the broadcasting industry as a whole. 


This booklet explains how 


these benefits can be realized, and provides 


details on the operation of the plan. 


Advertising Age, September 20, 194; 


Greater Production 
Called Postwar K ay 


New York, Sept. 15.—Indvstry 
must start now to plan for gre :tly 
increased production of ci\ 
goods to provide steady, produc ‘ive 
postwar employment, and if it oes 
not the country faces a rui) ous 
peacetime inflation which wi! 
quickly nullify any military vic. 
tories, members of the New \ ork 
Sales Executives Club were tol: at 
a luncheon meeting yesterday by 
Col. Willard Chevalier, publisher os 
Business Week. 

He declared that an annual na- 
tional income of $143,000,000.009 
will be required to maintain °m- 
ployment for 55,000,000 workers, 
9,000,000 more than were emploved 
in 1940. 

“The workers of the nation have 
seen that hundreds of billions of 
do” urs can be spent to wage a war, 
and they are not going to sit idly 
by and endure unemployment and 
poverty in time of peace,” he said 

“The planning for postwar pro- 
duction is the responsibility of 
every industry. Reconversion will 
not be enough. It must be accom- 
panied by expansion. This requires 
two major conditions, a govern- 
mental and economic ‘climate’ fa- 
vorable to aggressive enterprises, 
and the will to conduct expansion 
in which imagination plays a vital 
role.” 

Asks “Grass Roots” Planning 


Postwar planning must be from 
the grass roots up, Col. Chevalier 
declared, not from the top down 
The latter might be the easier way, 
but it would result in national regi- 
mentation and bureaucratic control 
Each community, and every indus- 
try in it must study its own prob- 
lem and find a solution. Existing 
organizations should be used before 
setting up new ones, he said, to pre- 
serve the continuity of local activi- 
ties. National activities should be 
confined to those which require a 
national viewpoint. 

“Shaping of postwar America 
should be a job for business enter- 
prise rather than government,” Col 
Chevalier emphasized. “We must 
have the most efficient production 
we have ever known; we must have 
new standards for labor and capital 
We cannot solve our problems by 
complacent. management, by ‘smart 
money,’ by labor playing politics to 
produce less fer more pay. 

“In the postwar period business 
must be able to realize its hope of 
making a profit, and it must begin 
now to plan for the future, and t 
inform the public of those plans.” 


8d Loan Backed Strongly 


by Business Press 

At least 498 business and trade 
publications, with circulation ex- 
ceeding 5,760,000 printed the special 
September Treasury trade and busi- 
ness paper advertisement support- 
ing the 3rd War Loan drive, a list 
of confirmed acceptancés and tear 
sheets showed last week. 

Trade and business papers have 
previously been credited with ex- 
tensive support in “selling” payroll 
savings to employers, and more than 
300 of them have been cited by 
Secretary Morgenthau for their 
contributions to Treasury cam- 
paigns. The September trade and 
business paper advertisement ws 
called “On September ninth your 
bond selling responsibilities double.” 


STOCK PHOTOS 


, WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 
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feporting « Spot - analyzing « Forecasting 


By 61 specialists of The United States News Association 
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The United States News has at its elbow a Staff of 61 highly 
trained men—specialists in Labor Relations, Military Affairs, 
Production and Price Control, War Manpower, Agriculture, 


Transportation, Taxation and other governmental activities. 


These 61 experts, part of an organization of more than 500 individuals, con- 


stitute the largest and most completely equipped group in the country devoting 
100% of its time and energies to just one subject— 


INTERPRETING, REPORTING, CLARIFYING AND FORECASTING THE NEWS OF NATIONAL AFFAIRS 


EXPERIENCE, COVERING A PERIOD OF MORE THAN 10 YEARS, MAKES THE UNITED STATES NEWS 
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DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


IF ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY) rO NEWS O NATIONAI LF FATR 
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Keep Up Fight 
Against Social 
Planners-Dawson 


Free Press Is 
‘Main Hope,’ AFA 
Head Tells Admen 


Dallas, Sept. 14.—The main hope 
in preserving the American free 
enterprise system from _ radical 
changes and government regimen- 
tation at the hands of social plan- 
ners is the country’s free press, Joe 
M. Dawson, New York, president of 
the Advertising Federation of 
America and of Tracy-Locke-Daw- 
son, Dallas and New York adver- 
tising agency, told an audience of 
business leaders in an address here 
today before the Dallas Advertising 
League. 

The meeting marked the first 
public appearance Mr. Dawson has 
made since his election to the AFA 
presidency at its annual convention 
in New York last June. It was also 
a home-coming celebration for Mr. 
Dawson, long identified with the 
agency business in the Southwest 
as a partner of Tracy-Locke-Daw- 
son, Inc., before he went to New 
York ten years ago to take charge 
of the company’s New York office. 
He became head of the agency upon 
the retirement of Mr. Tracy in 1938. 


Recalls Forecast 


We must guard against losing 
“the most precious of our earthly 
possessions—our every right to 
overcome our difficulties—by apply- 
ing our own best brain power,” 
Mr. Dawson warned. He continued: 

“T don’t want to pose as a prophet 
or the son of a prophet, but in 1938, 
when I last talked to the League, 
I said this: 

“‘In my honest opinion, there 
will come the day in this country 
when the people of America will 
build a national monument to the 
newspapers of America. They will 
do this in appreciation of their hav- 
ing stood four-square against the 
forces that are working and fer- 
menting in this country to curtail 
or change, if they can, our Ameri- 
can way of life. And so I say to 
you, keep your eye on this situa- 
tion. The day will come when you 
will realize that the American 
newspaper was in truth and in fact 
the saviour of that which we all 
love and cherish—American free- 
dom.’ 

“I was as deadly serious that day 
as I am today, and I respectfully 
ask you to consider what has trans- 
pired since then and what we are 
facing today. 

“T still insist that our main hope 
is not only that we continue to have 
a free press but that that free press 
continue its fight. A fight to com- 
bat the forces of evil disguised as 
social planning—the exploiting of 
one group for the benefit of another 
(and for votes)—promising any- 
thing and everything until a gulli- 
ble people come to believe that 
through some magic formula, they 
no longer need the time-tested vir- 
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tues of individual initiative, unusual 
abilities and plain hard work.” 

Newspapers, their columnists, 
many magazines and a few radio 
commentators are hammering day 
after day in an effort to awaken the 
people to this very grave danger, 
Mr. Dawson said. 

“In his column in the New York 
Sun a few weeks ago, George So- 
kolsky made a particularly signifi- 
cant statement when he said that 
‘Fascism is a social system for the 
control of the means of production 
and distribution of goods,’” he 
added. 

“Doesn't that tie in very definitely 
with the recent hullabaloo we ex- 
perienced as to grade labeling? 
Didn’t it take action by Congress 
itself to kill that insidious attempt 
at what was no more and no less 
than the confiscation of property? 


“And don’t be fooled. Grade 
labeling is not a dead issue with 
the termites who promoted it. The 
issue will be up again. Of course, 
it will be garbed differently. But 
they will continue to bore into this 
and many other parts of the foun- 
dation of our American system of 
free enterprise.” 


Real Chance Offered 


“We have a splendid opportunity 
right now,” he said, “an opportunity 
for business and its advertising to 
demonstrate to our government and 
to the public that advertising is a 
potent economic and social power. 
If this job is courageously done, ‘t 
will go far to lift the veil of sus- 
picion and remove the distrust of 
advertising that is often found 
within our government and among 
the public.” 


The meeting was attended by 
officers and directors of the AFA’s 
Tenth District, which held its an- 
nual meeting here, as well as mem- 
bers of the Southwestern Associa- 
tion of Advertising Agencies, also 
meeting in Dallas this week. 

Rowland Broiles was reelected 
governor of the Tenth District by 
the newly elected directors. Her- 
bert A. Kenny, New Orleans, was 
renamed first lieutenant governcr 
and W. R. Laughlin second lieuten- 
ant-governor. J. Robert York, Tulsa, 
was reelected secretary-treasurer 
but immediately resigned and was 
replaced by Jack Hall, Fort Worth. 

Directors of the SAAA elected 
Dale Rogers Jr., Houston, as presi- 
dent; D. T. White Jr., El Paso, vice- 
president; Alfonso Johnson, Dallas, 


executive secretary; and Don Watts, 
| Tulsa, ex-officio. 
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The Tenth District directo, 
adopted a _ resolution petitionj,/ 
Congress to amend the Federal 
Communications Act so as to 4. 
move from FCC the power ; 
censor radio broadcast traffic. TpJ 


district also went on recorg 


opposing any and all forms o/ grag. 
labeling, and against the Ban khe,, 
bill for government adverti:ing ,, 
“merely an attempt to subs 


least a portion of our free press.” 


MacKenzie with Davis 

Duncan R. MacKenzie, fi " 
vice-president of Bosco, Inc. ha. 
been appointed vice-president ;, 
charge of manufacturing and »,. 
search of R. B. Davis Compan 
Hoboken, N. J., and vice-preside,: 
in charge of sales and advertigiy 
of the R. B. Davis Sales Company 
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texauer Wars 


Against Wasting 
»{ Water, Fuel 


Nev 
n We- 
any 


York, Sept. 15.—Waging war 
‘e, J. A. Sexauer Mfg. Com- 
1s taken directly to consum- 
campaign to save water and 
th copy stressing home own- 
blems and the part Sexauer 
n overcoming these diffi- 


new consumer advertising 
pear once a month in The 
1y Evening Post, and is in 
. to the company’s regular, 
sing in business papers. The 
le also calls for newspaper 
rough local maintenance en- 


: who use the Sexauer sys- 


tem, and direct mail to hospitals, 
institutions, housing projects and 
10,000 maintenance engineers in in- 
dustrial plants. 

The Sexauer system is described 
in copy as being a skilful assembly 
of more than 1,000 repair parts and 
special tools for convenient plumb- 
ing-heating check-up and on-the- 
spot repairs. 

Reiss Advertising, New York, is 
the agency. 


Peterson to Paysee 

Curtis L. Peterson, who recently 
received an honorable discharge 
following a year and a half in the 
Army, has joined the staff of Robert 
B. Paysee, Chicago sales organiza- 
tion. Before enlisting in the service, 
Mr. Peterson had been with Edward 
Katzinger Company, A. & J. Kitchen 
Tools and Geneva Forge Cutlery. 


Henshaw to MacLaren 


Don Henshaw has joined Mac- 
Laren Advertising Company, To- 
He will continue his duties 
as public relations adviser to the 
National War Finance Committee. 


ronto. 


Sweet Named Director 


D. M. Sweet, formerly assistant 
advertising manager of Successful 
Farming, has been appointed adver- 
tising director of Poultry Tribune, 
Hatchery Tribune and Turkey 
World, Mount Morris, Il. 


Bennett Joins Blue 

James G. Bennett, for the past ten 
years in the advertising department 
of the New York Daily News, has 
joined the sales staff of the Blue 
Network, New York. 


Heavy Ad Schedule 
to Herald Return 


of New Castoria 


Rahway, N. J., Sept. 14.—Follow- 
ing discovery of the unusual chemi- 
cal reaction which temporarily 
upset the company’s successful for- 
mula for the first time in its 75-year 
history, the Centaur Company divi- 
sion of Sterling Drug will soon 
reintroduce its new batch of Fletch- 
er’s Castoria in a new package 
through a series of 400-line adver- 
tisements in every daily in the 
country, and will resume its con- 
sumer magazine advertising begin- 
ning with December issues. 

The new package, plainly identi- 


fied by a bright green band. to- 


ca Vechnted : 


WHAT'S IN IT FOR YOU, AS AN ADVERTISER 


TO THE 100,000 KEY MEN OF METALWORKING 


| SEE THEY MADE 
MAC PRODUCTION 
MANAGER 


TR) 
= f 'y 


MG "BEST IN THE) 


other's progress. 


program. 


a high rate . 


community. They know each other . . 


THERE’S DOUBLE-BARRELED SIGNIFICANCE 


weekly “Personal” section of The Iron Age. One angle covers 


routed to him in his new post. 


name... now or later. 


A Chilton © Publication 
100 East 42d Street, New York 17, N. Y. 


in the 


the question of the value of “personals” in an authoritative 
technical journal. The other concerns coverage of the market. 
Both angles are important to present and potential advertisers. 

In the first place, why personals? Ask the city editor of your 
daily newspaper. Ask your country weekly editor. Names make 
news. American metalworking management men are one big 


. want to follow each 


What's it to you? Readership. Some 51% read these pages 
every week .. . one more thread in the strong fabric that makes 


The Iron Age such a good place for a consistent advertising 


And second, the “personals” prove something about cover- 
age. The great bulk of these items show personnel changes at 
. . typical of the metalworking industry in these 
times. To reach these men with your advertising, The Iron Age 
paid subscriptions work two ways—personal copies which fol- 


low a. man from job to job, and company copies which are 


Consider this when you evaluate media for a printed-selling 


program designed to win a majority of “ayes” for your brand 


The new Castoria package 


tt 


This is the new package containing the 

new batch of Fletcher's Castoria, made 

by the Centaur Co. division of Sterling 

Drug, which is being previewed by the 

trade in current issues of drug publica- 
tions. 


T 


- . 6 aoe gee eens | Glee 
e vee 


gether with a new system of visible 
control numbers for each batch pro- 
duced at the company’s Rahway 
plant, is being introduced in current 
issues of drug trade papers. 

The business paper copy shows 
the new package in four colors, and 
tells the trade “This is a preview 
of the new Fletcher’s Castoria 
package, which will be distributed 
in your territory soon.” The dis- 
tinctive green band and control 
number are played up as the two 
Significant features of the new 
package. 

While copy for consumer adver- 
tising is still being worked on, it is 
expected that emphasis will be 
placed on the distinguishing fea- 
tures of the new package and the 
continuing bacteriological and 
chemical tests conducted by a lead- 
ing hospital to safeguard purity of 
the product, supplementing the 
company’s own exclusive laboratory 
tests since the product was called 
in last May (AA, May 10). 

Young & Rubicam is the agency. 


Haas Joins Irwin, Wasey 

Frank Haas has joined Erwin, 
Wasey & Co., New York, as radio 
time buyer. He was formerly with 
Lake - Spiro-Shurman and Ruth- 
rauff & Ryan. 


Jacobson Promoted 


Arthur Jacobson, recently ap- 
pointed assistant production man- 
ager of the NBC central division, 
Chicago, has been named produc- 
tion manager. 
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Preconditioning Postwar 
Markets 


In most of the interesting and|to be served, has been given atten- 
valuable discussions of postwar)|tion. Hence advertising of a pre- 
planning which have been offered! paratory nature, to plow the ground 
by the Committee for Economic De-| and plant the seed for the sales har- 
velopment and other organizations | vest, can be initiated now. 
which have concerned themselves The marketing aspects of postwar 
with this important subject, the| planning become all the more im- | 
chief emphasis has been laid on the| portant when it is realized that} 
necessity for expansion of enter-| postwar is too absolute a term to| 
prise to make sure of the employ-| use for the operations which will 
ment and production needed to sup-| become necessary and urgent once 
port our economic army. the peak of war production has 

Probably not enough emphasis| been passed. We do not know when 
has been placed on the all-impor-| that will be, because we still have 
tant subject of the part which mar-|a tough war to fight and win. | 
keting must play in making it pos-| Nevertheless, many of the signs 
sible for the multitude of new| point to declines in war require- | 
enterprises which we hope will be|ments in certain directions, and | 
initiated to survive, and for the host| probable expansion of production | 
of new products which will be of-| for consumer needs in others. The. 
fered by old and new enterprises/| transition period, from all-out war 
to find buyers. Without buyers] production to reconversion to a 
both production and employment! peacetime economy, may be a long 
will cease, and new enterprises will| one. If the European aspects of the 
fail. war are successfully concluded in a 

Assuming that those who are do-| reasonably short period, we shall} 
ing a conscientious job of postwar | still have to bridge the gap between 
planning are including marketing| that point and the end of warfare in 
problems in their studies, and thus] the Pacific theater. 
have visualized the size, extent and Preconditioning of postwar mar- 
character of the buyers to whom|kets now will have the advantage 
their sales messages are to be di-| of enabling us to solve the prob- 
rected, it seems to us that it is not! lems of transition far more success- 
too early to start conditioning those | fully than if we approach the situa- 
markets through advertising. Per-/| tion with the over-optimistic idea 
haps exact specifications of prod-| that we can lick all of our market- | 
ucts have not yet been written, but | ing problems after production 
the general character of the prod-| already under way and buyers are} 
ucts, plus an analysis of the needs | needed immediately. 


1s 


Social Security and Business 


The American Hospital Associa-| of 12% of the payrolls of the coun- 
tion devoted much of its convention| try, amounting to more than ten 
in Buffalo last week to a discussion| billion dollars a year. The con- 
of the effects of the social security | clusions were unfavorable to the 
program proposed in the Wagner-| proposals of the Social Security 
Murray-Dingell bills on the volun-| Board as embodied in pending legis- 


| 
tary hospital system and the Blue} 
Cross plans for hospital care which | 


lation. 
Business has not yet become suf- 


have been built up through their] ficiently concerned about the effects 
cooperation. The hospitals feel that| of the social security program to 
the proposals are a definite threat! give it the attention it deserves. In 


to the voluntary system which has 
given the United States the 
hospital care in the world, and that 
y would wipe out the Blue Cross 


which n enroll 


its probable results on the economic 
system, through the withdrawal of 
of the national in- 
come from productive use, through 
under a the duplication of services already 
provided for by 


finest 


huge portions 


, WwW 


non-profit insurance program more 
, , 


I the voluntary hos- 
than 12,000,000 pe: 


ple pitals, Blue Cross plans and com- 
In an illuminating article entitled,| mercial insurance, and through the 
‘How Much Social Security Can’ tremendous expansion of an already 


We Afford?” The Saturday Evening 


Post recently 


burdensome and unwieldy bureau- 
racy, the Wagner-Murray-Dingell 
ills 


admin- 


analyzed the 


tration program and considered || are a threat to postwar pros- 
the economic effects of the with-/| perity concerning which it is time 


drawal for social security purposes! that business became aroused 


CONSUMER SURVEYS MARKET 


| 


| 


| 
| 


—Jefferson 


"Could it burn coal?" 


Machamer, for Collier's 


|}continuity and frequency in adver- 


Ad-libbing 


Discreet Thanks 


Following the disastrous wreck of | 
the Congressional Limited, crack | 
Pennsylvania train, on Labor Day 
evening, the Pennsylvania Railroad 
used this 390-line copy in all Phila- 
delphia newspapers to thank volun- 


| 
To the... | 


—RED cross 


—THE NAVY SHORE PATROL 
AND COAST GUARD | 


— THE MILITARY POLICE AND OTHER 
ARMY UNITS 


—CITY POLICE AND FIREMEN 


— CIVILIAN DEFENSE ORGANIZATIONS 


HOSPITAL STAFFS AND THE CLERGY 
NEWSPAPERS AND RADIO STATIONS 


—THE MANY CITIZENS 
AND VOLUNTEER WORKERS 


++ who generously, self-sacrificingly and promptly | 
cooperated so effectively, the Pennsylvania Rail- 

road wishes to express its sincere appreciation 

and grateful thanks. 


| 
| 
| 
PENNSYLVANIA RAILROAD 
| 
| 
— 
| 


, teer workers for their assistance in| 


aiding the injured, manning safety | 
lines, and in clearing the tracks. | 
The copy carefully avoids mention} 
of the reason for the company’s of- 
ficial thanks, but perhaps this would | 
have been superfluous. Al Paul | 
Lefton Company, Philadelphia, | 
placed the copy. 


Helping Continuity 

For many years advertising media | 
and advertising agencies have ham- 
mered away at the necessity for} 


tising, as against the one-time! 
smash and the in-and-outer adver- | 
tiser. The success of these efforts | 
has been dubious, to say the least, | 
but now it would appear that an) 
unusual new and potent weapon) 
has been handed to the devotees of | 
continuity and regularity which 
should be of major help in the fight 
for the kind of advertising that has 
definite purpose and a definite 
plan of action behind it. 

The potent weapon is that of | 
paper limitation. Your Ad-libber| 
has no desire to argue the merit or| 
lack of merit of any particular plan 
for “rationing” advertising space in 
those instances in which such pro-| 
cedure is required, but it does seem | 
the part of logic and of wisdom to 
use whatever leeway is available to 
further the cause of the regular, 
consistent advertiser as against the! 
advertiser who normally wants one 
or two or three big smashes a year. 
Such a course of action would not 
only tend to benefit media who are 
hard-pressed for space and adver- 
tisers who are consistent and reg- 
ular users of advertising, but it 
would benefit advertising as a 
whole, by helping to impress upon 
ll advertisers the wisdom of ad- 
vertising consistently and _ fre- 
quently. 

No one knows exactly what “con- 


a 


tinuity” and “frequency” mean in 
advertising, and there can be no 
doubt that what may represent ade- 
quate frequency for one advertiser 


or one medium may be totally in-| 
It can prob- | 


adequate for another. 
ably be said with fairness, however, 
that an advertiser (excepting purely 
seasonal accounts) who uses two 
insertions a year in a monthly, or 
six in a weekly, or eight or ten in 
a daily, is not doing the best pos- 
sible job from the standpoint of 
continuity and frequency, and is not 
making the best use of his own 
space or of the media which he em- 
ploys. 

With paper likely to become an 
even scarcer commodity than it is 
now, it would seem that media 
could serve the cause of all adver- 
tising by making it clear that one- 
shot business (or even two or three- 
shot business) must stand at the 


Advertising Age, September 


Information 


Advertisers 


|/reconversion from all sources ha 


bottom of the list in the matter of | 


space allocations, and that adver- 
tisers who make steady and consis- 
tent use of printed media are to be 
given the greatest possible con- 
sideration. 


Jottings 

Forced by newsprint shortages to 
curtail circulation, the Enterprise 
Company, publisher of the Enter- 


recently advertised for 5,000 volun- 
teers from among their subscribers 
to discontinue either paper for 90 


| which will be needed in the post 


/—what’s ahead? 


| No. 2226. The United States New 
Association. 
In this brochure, the United 


| Washington organization, 


‘lation record is included in the re 


days... 
The newsprint situation being 
what it is, surely it could be no} 


more than appropriate that praise | 


for the cooperative spirit mani- 
fested by newspaper advertisers in 


graceful acceptance of the various) 


restrictions imposed by newsprint 
shortages should come from H. A. 
Stretch, ad manager of the Phila- 
delphia Inquirer. . . 
Advertising copywriters 
note. H. Ellsworth Bennett, who 
lost an eye while working for a 
railroad in 1876 and has been re- 
ceiving $1 a day ever since from the 
company who refused to make a 
cash settlement, attributes his ripe 
old age of 103 to four hardboiled 
eggs for breakfast, a glass of beer 
at 3 p. m. sharp and 15 cigars dur- 


ing the day... 
Graham M. Brush, president of 


| ily readership position and explain 


please | 


| No. 2174. 


Seatrain Lines, New York, said he | 


had inserted a 900-word paid ad-| 


vertisement in the Times, New Mil- 
ford, Conn., to shame a local farmer 
who shot Staunch and Steady, his 
two-year-old black and white Eng- 
lish setters. .. 

A Cleveland restaurant has paid 
32 of its workers a total of $570 in 
bonuses for finding new employes; 


each worker gets $10 a month for} 


six months for every 
woman brought in 

Shredded bank-note paper, scrap 
trimmed from edges when bank- 
notes are printed, is utilized as ex- 
celsior by Taylor Instrument Com- 
pany in packing thermometers. 

There’s going to be an awful lot 
of added emphasis on postwar plan- 
ning, now that the calf and thigh, 
well the toe, 
boot have departed from the ranks 
of enemy belligerents ... 


as as 


new man or| 
| No. 


| market information on the Los 


of the Italian | 


. } > > Ms ~~ , yf It 
prise and Journal, Beaumont, Tex., | States News tells he sory s 


» 194 
, dvertising 


ew Bl 


for 


The following documents ay }, 


secured without charge fro com. 


panies sponsoring them, or 1 roy, Ne = 
ADVERTISING AGE, by any 1 tion. J. Nok 
advertiser or advertising | gep on WMCi 
executive writing on his bisinecflf)rmce: adm 
| letterhead. ousing Au 
1,255,000. 
| No. 2223. Building Ahead. ere od 
F. W. Dodge Corporation haf.) ester 
|issued this booklet, which containfine Diue N 
a record of peacetime const: uct orporation 
of commercial, manufacturing, j,.f—M00. Sale 
stitutional, school, public and othejmformec_ 1m 
buildings, and indicates what |j..q™n the McA 
ahead in the near future and in theo™! - 
postwar period. . in Ona 
Mr. Strat 
No. 2224. Speaking from the Hearfole purcha 
Maps and graphs illustrate thg™nat © int 
figures on farm listening habits ,j™° yr = 
this new brochure issued by Statiome! : one 
KMBC. The survey deals specific. Foil 
ally with service programs—ney ion that 


farm talks, markets, farm program 
and home service features—as tl; 
greatest factors affecting habitug 
listening in rural homes. 


op executi 
ale of the 
jally appr 
resident c 
ylas Priaul 
nanager, 

ice-presid 
nectively, 


No. 2225. When the War Ends. 
General Printing Ink Corporatio; 


has issued this second edition isting Sy 
PAC in Print, which is a specia ormed / 
survey on reconversion—a_ sun etwork 


Fl 


For the 
Noble has 
action bro 
former OW 
the 1940 s 
was const 
after the | 
petition to 
the transa 
In this a 
Supreme 
Peck for ¢ 
restrain ] 
WMCA \ 


mary of the problems faced by i 
dustry in the postwar period a 
their relation to printing and lit! 
graphing markets. Much of tt! 
material on postwar planning ar 


been sifted and edited for the book 
let, and divided into five main sul 
jects: The nature of industry’s post 
war problems; industry’s postw 
opportunities; a check list of adver 
tising, printing and _lithograp! 


war period; the printer’s and lithog 
rapher’s postwar opportunity; an 
new papers, new presses, new ink 


capital news coverage, describes it 
how 

functions and the specialized ser 
ices it publishes. A 10-year circu 


port. 


No. 2227. in Reader 
ship. 

Starting its third year with a cir 
culation in two million homes in 1) 
markets, Parade has issued thi 
brochure, which reports on its fam 


Leadership 


the gains accomplished. Full | 
illustrations with figures indicating 
reader traffic as measured in 4 
L. M. Clark survey, the broc! 
also includes a list of adver' 
who have used Parade. 


Results. 

Station WLS, Chicago, has | 
this folder, which tells suc 
stories of several typical WL‘ 
vertisers, giving analyses of 
response to programs broadca*! ‘ 
various hours. 


No. 2184. Postwar Housing Su 

What price range, what ki 
house, and what about prefal 
tion are some of the ques 
answered in this report of a su°vé! 
made by Parents’ Magazine amo! 
architects, builders, contractors 0° 
building supply dealers. 


2206. New 
Market Data. 


The Los Angeles Times ha 
sued this folder containing 


Circulation 


geles area, including populatior 
creases, the number of womé* 
war industries, per capita inco™ 
department store sales and 

details. Circulation of Los An 
newspapers is compared with 
|of 1942. 
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ew Blue Owner 
‘ells WMCA to 
athan Straus 


York, Sept. 14.—Subject to 
mal approval by the FCC, Ed- 
ard J. Noble has disposed of Sta- 
ion WMCA to Nathan _ Straus, 
rme administrator of the U. S. 
» Authority, for the sum of 
00. The financial details 
ere not made public. 

Noble, who announced the 
esterday, recently acquired 
he biue Network from the Radio 
ition of America for $8,000,- 
Sale of WMCA, which was 
{i in 1925 with headquarters 
McAlpin Hotel, was made in 
liance with FCC regulations 
t multiple ownership of sta- 
in one city. 

Straus, who is reported to be 
ole purchaser of WMCA, announced 
hat he intended to devote all his 


Ne 


ime to management and operation 
.f the station, and that the present 
taff would be kept intact. 
Jowever, it is a foregone conclu- | 
ion that two of the station’s 


op executives will leave soon after 
ale of the Blue Network is offi- 
jally approved. Earle E. Anderson, 
resident of WMCA, and C. Nich- 
las Priaulx, treasurer and general 
nanager, were recently named 
ice-president and treasurer, re- 
pectively, of the American Broad- | 
isting System, holding company 

rmed by Mr. Noble for the Blue 

Vetwork Company (AA, Aug. 16). 
Flamm Gets Order 

For the past several weeks Mr. 

Noble has been the defendant in an | 
action brought by Donald Flamm, | 
former owner of WMCA, to rescind | 
the 1940 sale of the station, which | 
was consummated early in 1941 | 
after the FCC refused Mr. Flamm’s | 
petition to withdraw its approval of 
the transaction (AA, Dec. 30, ’40). 
In this action Mr. Flamm asked | 
Supreme Court Justice David W. | 
Peck for a temporary injunction to | 
restrain Mr. Noble from selling 
WMCA while litigation was in 


BEST RADIO BUY 
IN BALTIMORE! — 


| AND THE 
}BLUE NETWORK 


effect. 

Justice Peck denied Mr. Flamm’s 
suit, and reaffirmed his decision at 
a later hearing requested by Mr. 
Flamm, who then went before Judge 
Albert Cohn of the Appellate Divi- 
sion, asking another stay. Judge 
Cohn granted a show-cause order 
returnable Sept. 24, but refused 
Mr. Flamm an interim stay. 

Mr. Straus formerly was editor 
and publisher of Puck, a humor 
weekly, which he bought in 1914, 
and from 1919 to 1920 was assistant 
editor of the New York Globe. He 
was elected to the New York Sen- 
ate in 1921, serving in that capacity 
until 1926. Mayor F. H. LaGuardia 
appointed Mr. Straus special hous- 
ing commissioner for New York 
City to conduct a European survey 
in 1935. Upon his return he was 
named a member of the New York 


City Housing Authority, and in 
1937 was appointed by President 
Roosevelt as administrator of the 
U. S. Housing Authority, in which 
post he served until February, 1941. 


Station Gets in News 


In 1939 Station WMCA made the 
radio limelight when Elliott Roose- 
velt, then president of the Texas 
State Network, assumed the presi- 
dency of Transcontinental Broad- 
casting System, whose board chair- 
man, John T. Adams, signed a 
contract with Mr. Flamm whereby 
WMCA would become exclusive 
New York outlet for TBS. The un- 
dertaking failed to materialize. 

WMCA again made the headlines 
a number of years back when it 
refused to sell time to Father 
Coughlin and followers of the priest 
besieged the station’s advertisers 


with letters urging them to cancel 
their programs in protest. 

The station recently began an 
advertising campaign in New York 
City newspapers to test consumer 
media for radio programs. The 
advertisements are scheduled to run 
for a seven-month period in after- 
noon papers, concentrating on eve- 
ning programs (AA, June 14). 

Earnings of WMCA for the first 
six months of 1943 are said to total 
between $80,000 and $100,000, com- 
pared with $28,000 for the entire 
year in 1940, as reported by Mr. 
Flamm to the FCC. 


FWDA to Meet 


The Federal Wholesale Druggists 
Association will hold a conference 
at the Waldorf-Astoria, New York, 
Sept. 30 and Oct. 1. 


13 
Coca-Cola Renews 


Coca-Cola Company has renewed 
for the second year its “Victory 
Parade of Spotlight Bands” over 
the Blue Network of 154 stations, 
effective Sept. 20. The program is 
aired Mondays through Saturdays 
from 9:30 to 9:55 p. m., EWT. 
D’Arcy Advertising Company is 
the agency. 


Agencies in Merger 

The H. E. Hudgins Company, 
Baltimore agency, is in the process 
of reorganization in a merger with 
St. Georges & Keyes, New York, 
under the St. Georges & Keyes 
name. Offices will be maintained 
in both cities, with the Baltimore 
headquarters at the present Hudgins 
address, 7 W. Hamilton St 


They were talking about You the other day - 


It seems they have a new slant on what makes you tick in this year 
of hard work 1943. The men and girls in the outer office used to 
think of your job as a sinecure of easy hours and longer vacations. 
Now their talk shows a new respect for you and the men like you 
who are doing the wartime overtime management job in production, 
in distribution, in advertising. That has led to the writing of some 
new Business Week advertisements to appeor in certain metropolitan 
newspapers this Fall... discussing your problems, your needs and 
aims, as reported by Business Week, the star reporter of business. 


The News-base of Management's Decisions 
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came 


W. usE Pantless Phil’s predicament to point-up The 
American Magazine reader’s attitude toward the con- 
tinued story. Like Phil's coat, the first episode of a 
serial suits him to a T. But when he starts looking 
around for the missing pants or paragraphs, he finds 


they’re promised for four weeks from this Tuesday. 


Pantless or panting, he’s dissatisfied, and you can't 
blame him. To finish what he starts has always been a 
characteristic of the American. For confirmation, take 


the pulse of Hirohito or Hitler. 


Few Americans like to wait or have any truck with 
unfinished business. That’s why we've eliminated all 
hold-overs, all hang-overs, all continued stories from 
The American Magazine starting with the October 


issue. 


From now on, each issue will be complete down to 
two pairs of pants! Beg pardon! We mean two com- 
plete novels each issue. Instead of six or seven 
continued stories a year, youll get (and enjoy) 
twenty-four short, swift, dramatic novels fresh from 


the typewriters of the top-ranking authors of America. 


Because we don't think you care for second-hand, 
cut-down versions of already published books, any 
more than you liked to wear hand-me-down altera- 


tions of your big brother's or sister’s clothing, we're 


ee 3 


publishing nothing but brand-new hits, written espe- 
cially for The American Magazine, by outstanding 
writers commissioned to compose to our lengths and 


specifications. 


Youll find the first two of these custom-tailored 
stories in the October issue: COME BACK, MY 
LOVE, by Elizabeth Seifert, and STAB IN THE 
BACK, by Philip Wylie. 


In future issues you'll find the work of such out- 
standing authors as Margaret Culkin Banning, Erle 
Stanley Gardner, Rita Weiman, Pearl $. Buck, Rex 
Stout, Sarah-Elizabeth Rodger, Phoebe Atwood Tay- 


lor, and others . . . each story complete in the issue. 


This innovation, plus The American Magazine's 
usual quota of top-flight short stories, timely and in- 
formative articles, short features, cartoons, pictures, 
and illustrations, is made possible by the elimination 


of serial fiction. 


To advertisers in The American Magazine, this 
change in editorial policy means more attention, in- 
terest, and acceptance from an audience no other 
magazine can match . . . an audience of “the people 
who give a damn” for the magazine whose publishing 
platform is dedicated to and “In the Service of the 


Nation.” 


IN THE SERVICE OF THE NATION 


“AMn Galt 


MAGAZINE 


: E = és : “a es aa aBrEN, : * : —s : ; oe P a ce “aos ‘ae i A Sie ; a aa AS ak . AY”, aes ae de é ee 
P , ' Se : _s —— Ree <0 ee Serenity , > wa Aer 
‘ile i ti, 
ye | 
- - ake 
. ~ e. 
: 
ert 7 3 
i. = =—| 
e ~ q 
7 
an = . 
, ) THE a 
) 
wwe | 
o . ; 
| : 
a : $ 
5 Ww ; Bs ‘ 4 
° =, i sat | 
07 er | 
< K\NS - 
— art yor ws 
- iy Ld 3! tt \s al 7 oO 
wit comer’ 
we OY wove’ ; 
s¥ = 
= ‘os 
we 
250 PARK AVENUE, NEW YORK 17, N. Y. gant 
a es . ‘ 
“ae Sts, ee ee | ate. BR TR ie SS eee =. a BS i ane aes pgs -: .sS Oy iar Geka oe a ee , . oN * 
a ie ne ee : : Talat ; ed pyle ‘Hs i et be x 734 ane ae #7 *. Pe Ds .. a es eitecs aa Lo ey * a te ; : bs 


16 


Kaufmann’‘s Advances Two 


Alan A. Wells, formerly adver- 
tising manager of Kaufmann’s De- 
partment Store, Pittsburgh, has 
been named director of publicity. 
Marjorie Reich, formerly assistant 
advertising manager, succeeds Mr. 
Wells in the managerial post. 


BOOKLET MAILED TO 
PXECUTIVES ON REQUEST 


~ WILLIAM BALSAM 
Mvorlisin 


540 N. MICHIGAN - Chicco - WHITEHALL 7819 


Private Lines 


Brown & Williamson, not hithertc | will be so short-sighted as to refuse 


noted as a newspaper advertiser, 
has tentatively set up a $50,000 ap- 
propriation for newspaper advertis- 
ing in Cleveland, Minneapolis and 
St. Louis for an impressive cam- 
paign that may be expanded soon. 
Incidentally, rumors are current 
again that the tobacco manufac- 


turer may shortly have to abandon | 


the use of premiums because of the 
difficulty of getting them, but don’t 
count too heavily on such action. 

* a os 


Leaders in newspaper advertising 
circles are concerned over the pos- 
sibility that, if the paper situation 
gets much tighter, some publishers 


national advertising in an effort to 
take care of retail and classified 
demands. Such an attitude, if it 
were to be adopted by any substan- 
tial number of newspapers, might 
work irreparable damage on news- 
papers as a national medium, they 
say. 
K & Bo 

Government officials openly ad- 
mit that the newsprint shortage is 
depriving the war effort of the full 


| potential contribution of the press. 


Chester Bowles, OPA general man- 
ager, said last week that his agency 
could not, in view of the paper 
shortage, ask newspapers to print 


additional detailed ceiling price 
tables. Likewise, WPB_ salvage 
officials are holding space requests 
to a minimum during the coming 
scrap metal drive. Last year news- 
papers were big contributors. 

* * * 

OPA has lined up an important 
magazine executive to head a spe- 
cial magazine branch of the new 
editorial division of its Office of 
Information. 

a * 

Seven state legislatures during 
the past year considered banning 
the advertising of beer, wine and 
liquor, according to the Conference 
of Alcoholic Beverage Industries— 
but not one bill went through. Ala- 
bama’s proposed statute was the 
most stringent, prohibiting such 
copy in Alabama papers and even 
banning publications printed out- 


Washington's Second Market 
A “Main Course” for Advertisers 


The 


Tacoma 
now delivers more than 55,000 
copies daily ... 
General Advertising than any 
other Washington daily news- 


Good, solid, satisfying fare for advertisers. That's 
TACOMA — Washington State’s Second Market. 
Tacoma ranks 94°/, above the national average in 
effective buying income .. . 28°/, above the Wash- 


ington State average. 


Tacoma-Pierce County's 


percentage of the U. S. “Sales Potential” is .191 — 


second highest in the state. 


Current bank debits 


are up 45°/, over 1942... . industrial payroll is up 
82.3°/,.* You REALLY get a serving when Tacoma’s 


a “Main Course” order on your promotional menu! 


* (Figures compiled from Sales Management 1943 Survey 
Number and Washington State Dept. Labor & Industries) 


News Tribune 


carries more 


paper except the Seattle 


Times . . 


. features the State's 
lowest open milline rate—only 


$2.19 ($1.92 for the optional 
evening and Sunday combina- 


tion.) 


™*Nows Tribune 


TACOMA, WASHINGTON 


Lorenzen & Thompson 
p 


Inc 


National Representatives 


Advertising Age, September ©) 1949 


side the state which carrie 
advertising. 
* a 


WPB is considering, an! y) 
probably approve, a grant , J 
rials to manufacturers of cat 
controls as a fuel conservati ste 


Liquo, 


The raw milk situation, 
ing to the August bulletin of 4, 
Department of Agriculture, |. so»: 
ous. With sales up 10%, ad « 
mand for cheese and eva) 
milk rocketing, production is regi. 
tering actual declines. Ry 
within a few days, will proba ly }, 
controlled deliveries in  erta;, 
milk sheds. No general ratioy ing , 
planned. 


Household Fats 
Salvage Campaign 
Copy Reappears 


New York, Sept. 15.—Newspape; 
advertising supporting the fats saly. 
age campaign was resumed thi 
week in cities of over 25,000 popv. 
lation, after the drive had bee 
temporarily suspended pending con. 
sideration of the opening of : 
“points-for-fat” plan. 

Under the plan, additional mea 
ration points would be given 
housewives in exchange for kitchey 
fat salvaged and turned in. Ap. 
proval of the plan is being withhel; 
awaiting a better balance betwee; 
outstanding points and the amoun' 
of meat available, according t 
Cranston Williams, general man. 
ager of the American Newspaper 
Publishers Association. 

The importance of returning 
least 200,000,000 pounds of inedib) 
grease in the 12-month period start- 
ing Oct. 1 by household fats salvag, 
will be kept before the public | 
extensive advertising in newspa- 
pers. While the figures for the 
monthly collections are gratifying 
they nevertheless fail to reach th: 
goal of 16,667,000 pounds per mont! 
which it is imperative to recover 
from American households, Mr 
Williams said. 

Kenyon & Eckhardt, New York 
is the agency handling the cam- 
paign. 


Beyea Heads Boone 


Herbert W. Beyea has been named 
manager of the Rodney E. Boone 
Organization, special representative 
by J. D. Gortatowsky, general man- 
ager of the Hearst organization 
Since the death of Mr. Boone last 
July Mr. Beyea has been in charg: 
as acting manager. Mr. Beyea wa 
engaged by Mr. Boone 24 years ag 
as the first member of his staff, and 
he was assistant to Mr. Boone dur- 
ing their long association and 
played a major part in the develop- 
ment of the organization which 
represents the Hearst newspapers 
in the national field. 


‘La Presse’ Appoints 

Lorenzen & Thompson has been 
appointed United States representa- 
tive of La Presse, Montreal. 
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Buy War Bonds. 
Comply cheerfully 
with Rationing. 
Save all scrap. 
Avoid waste. 
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Mrs. Jones is crystal gazing 


Dreaming, working, planning—for that bright new world. A world of sizzling beefsteaks, a world 


without casualty lists, a world in which a trip to Europe is a pleasure trip, in which 


a helicopter is parked in every two-car garage. 


Irs. Jones is looking at the world beyond the war, the world in which her family will live and work 


nd play. And, by golly, she’s going to see to it that it’s a decent kind of world. 
hat’s why hundreds of thousands of Mrs. Joneses—alert, wide-awake American women—are devoted readers 
' The New York Times Magazine. For the post-war world is part of the interest-formula that makes this 
lagazine so popular with women all over the country. Edited with a keen awareness of the intelligent 


oman’s widespread interests—the war, the nation, world affairs, as well as the peculiarly 


eminine fields of food, fashion and bringing up children—this news-picture-home Magazine embraces every field 


f action and endeavor, covers them skillfully, expertly. 


\ meeting place for women who want to know what’s going on, The New York Times Magazine is also a 


neeting place for advertisers who want these women as friends and customers. Why not ask us today for the facts? 


ai 
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‘Pill Rollers’ Get 
Star Billing in 
New J&J Campaign 


(Picture on Page 51) 

New York, Sept. 
institutional advertising campaign 
devoted to a little-publicized branch 
of the U. S. Army—the Medical 
Department—prepared in coopera- 


tion with the Army and the War 


Advertising Council, will break in 
national weekly magazines Sept. 27, 


sponsored by Johnson & Johnson, 


maker of surgical dressings. 


15.—A new) 


In addition to Collier’s, Life, 


cal publications and drug trade 


used through Nov. 2 issues, with the 
possibility that the schedule may 
be extended. 

The campaign has four main 
themes, according to Jeremy Gury 
of Ferry-Hanly Company, New 
York, which acted as the task force 


advertising agency in preparing the 
copy: 
1. Public reassurance on the 


| splendid medical care being given 
|our fighting men, aimed to elimi- 
/nate worry and uphold home-front 
/morale. 

| 2, Stimulation of industrial 
' morale in the medical supply indus- 
| try to assure that there will be no 


journals will be used. Three two-| 


|let-down in production, 


armed forces. 
ment. 


4. Vigorous promotion 
nurse recruiting program. 


of 


To carry these messages to the 
entire Army personnel, the adver- 
tisements are being blown up to 
poster size and, with the full coop- 
|eration of Army officials, are being 
|sent to every Army camp in the 


| country for display. 
WAC to Distribute Booklet 
Through the War 


and that|tisers and agencies. 
Look, Newsweek and The Saturday | ample supplies of medicines and 
Evening Post, 12 professional medi- | equipment will keep flowing to the 


3. Morale building among the | 
and four-color full pages will be| Personnel of the Medical Depart- 


the 


Advertising 
Council the idea of widely acknowl- 
edging and publicizing the work of 
free, Army Medical Department is 


A profusely 
| illustrated booklet dramatizing the 
| work of the department and titled 
|\“A Matter of Life and Death,” has 
been prepared by the Ferry-Hanly 
agency staff under the direction of 
Mr. Gury, who is in charge of the 
Army Medical Department program. 
This will be distributed to national 
advertisers, advertising agencies 
and newspapers, to influence them 
to place messages paying tribute to 
the U. S. Army Medical Department 
in their national and local copy. 
Along with the booklet will go a 


reprint of the Fortune article, 
“Front Line Medicine,” which ap- 
peared in the July issue. The 


reprints will be furnished by For- 
tune. 

“We sincerely hope that adver- 
tisers throughout the country will 


being promoted to national adver-|avail themselves of this material,” 


f : . e" 
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What handful of citizens 


would Cleveland follow 


CLEVELAND—621 miles from the 
sea — was facing invasion. 


It was a June day in the year of 
1812 when, suddenly, five British 


men-of-war appeared off the harbor. 


Cleveland was just a hamlet then 
—and the enemy fleet, bristling with 
half a hundred cannons, must have 
looked very terrifying indeed. 

But there was no invasion. For a 
handful of Clevelanders, including 
Judge James Kingsbury, Levi John- 
son, Lorenzo Carter, Nathan Perry, 
and George Wallace, rallied the town 
to defend its shoreline — and played 
their parts in the gallant story lead- 


The way to reach top people everywhere 


* 


Green 


Sy 


\ 


ing up to Perry’s historic victory in 
the Battle of Lake Erie. 


* * 


HO ARE Cleveland’s leaders to- 
day? What men in Cleveland now 
have the habit of leadership, the respect 
of their fellow citizens? Who are the men 
who, once convinced themselves, can 
most strongly and vitally influence their 
fellow Clevelanders? 
For an objective answer, TIME turned 
to famous statistician and all-around au- 
thority on Cleveland, Howard Whipple 
asked him to name the most im- 
portant people in the city today. 
He named 525 —and then these top 
Clevelanders were asked to name the 
magazines they read regularly, toidentify 
their first and second choice magazines. 


today? 


Here are the findings:— 
Of the 379 Cleveland leaders who replied, 


1. More than 56% read TIME 


regularly! 


2. TIME is so much their favorite they 


lar results. 


other groups) 


give TIME more than 3 times as many 
first-choice votes as any other maga- 
zine, no matter how largeits circulation! 
As Cleveland’s leaders vote, so vote civic 
leaders all over the country. For similar 
surveys in other cities are showing simi- 


And group after group of national 
leaders—corporation officers, members of 
Congress, college presidents, men and 


women listed in Who’s Who (and 31 


vote TIME America’s most 


important magazine. 

By their own say-so, the way to reach 
these essential top people is through the 
pages of TIME. 


Ad-less Reader's Digest ex- 
cluded from these surveys. 


Advertising Age, September 20, 949 


Mr. Gury said, “and Ferry-H an}, 
will be only too glad to furnis! an, 
additional information we jay 
have obtained from our close oop. 
nection with the Army while re. 
paring this copy.” 


Musterole Adds 
Radio to List 


Cleveland, Sept. 16.—In addi ion 
to spot advertising, “Musical ( ur. 
tain Calls,” a new five-minute r:dip 
program was added this week ty 
the fall advertising program for the 
Musterole Company. Beginning 
Sept. 13, the program will be pre. 
sented over Station WOR, New 
York, five times weekly from 6: 25. 
6:30 p. m., and also will be aired 
over CFRB, Toronto; CKCO. 
Ottawa; CHCR, Quebec; and WW). 
Detroit. 

New copy for magazines, metro- 
politan newspapers and small town 
papers will appear Sept. 20 in the 
United States and Canada, featur- 
ing the Dionne quintuplets for the 
third consecutive year. Advertise- 
ments varying from 28 to 80 lines 
will run through the fall and win- 
ter. 

Erwin, Wasey & Co., New York, 
is the agency. 


Benton & Bowles Elects 
Three New Officers 


Three new officers of Benton & 
Bowles, New York, were elected at 
a recent meeting of the agency’s 
board of directors. Edward BR. 
Beach was named secretary and 
treasurer, and Charles Clifford and 
Henry O. Pattison Jr. were elected 
vice-presidents. 

Mr. Beach, who came to the 
agency last February from Procter 
& Gamble, has been assistant to the 
president. Mr. Pattison began his 
work in the agency’s copy depart- 
ment late in 1942, after serving for 
ten years with J. Walter Thompson 
Company, where he was in charge 
of creative work on many of the 
agency’s leading accounts. Mr. Clif- 
ford joined Benton & Bowles in 
1940, serving previously as copy 
chief with Brown and Thomas and 
H. W. Kastor & Sons. 


THERES NOT 
ANOTHER 
LIKE IT! 


rs The per family pur- 
chasing power in 


Southern New England is 


greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 


to bring sales results. 


Reach these extra buy- 


| ing dollars through WTIC 
—Southern New England's 


foremost selling medium. 


DIRECT ROUTE TO AMERICA'S No. 1 MARKET 


_ Regional Network 
Represented by: WEED & COMPANY 


New York, Boston, Chicago, Detroit, Sen 


Francisco and Hollywood 
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Westinghouse 
advertisement 
published in the 


May issue of 


ELECTRONIC 


INDUSTRIES ~ 


WESTINGHOUSE GETS TO THE RIGHT PEOPLE 
THROUGH “ELECTRONIC INDUSTRIES” 


\ timely product ... plus a timely message . . . proves wartime readership 


Weight is the “bugaboo” of the designers of 
ommunication equipment. ‘That’s why a new 
naterial that not only can cut weight but also 
nerease efficiency is important news . . . today. 
Therefore, it was only to be expected that un- 
isual interest would result from the readers of 
lectronic Industries when the ad. . . illus- 
trated above . . . appeared in the May issue. 


Within five days from the appearance of 


CALDWELL-CLEMENTS, INC., 


that issue, 125 inquiries were received at Head- 
quarters, according to Westinghouse. How 
many more were given to the Westinghouse 
Representatives throughout the country is 
anybody’s guess . .. but the results in sales 
volume have been very gratifying. 

For example, it is indeed unusual for a com- 
pany like Westinghouse to receive a direct 
order from trade-paper advertising, but sev- 


180 Lexington Ave., New York 17, N. Y. 


eral resulted from this ad. One carrying a 
high priority and labeled “Rush” came in. . . 
completely filled out except for the price. 
That’s an example of the pulling power of 
Klectronic Industries. It proves that its read- 
ers are continually looking for timely products 
and timely help that will help solve their war- 


time problems. 


e 201 N. Wells St., Chicago 6, Ilinois 
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Hit the Right Day 


To the Editor: Scoop! Call it 
coincidence or psychic or whateve1 
you will, but the enclosed placard 
was off the press and mailed to 
Allis Chalmers farm equipmen 
dealers on Sept. 8, the day Italy 
threw in the towel. 

The placard was designed to be 
displayed on big, wooden scrap bin: 
constructed by Allis-Chalmers deal- 
ers as receptacles for old iron from 
the farm. 

The boys in the advertising de- 
partment of the Allis - Chalmers 
Tractor Division got qufte a kick 
out of sending it out on Sept. 8, th« 
day. 

The placard was cartooned by 
Harold Carson of Bert S. Gittins 
Advertising, Milwaukee. 

CARL STODDARD, 

Bert S. Gittins Advertising, 

Milwaukee. 
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Waiting U. S. Hearing 


To the Editor: I naturally en- 
joyed the article in the Sept. 6 is- 
sue of ADVERTISING AGE by Mr. 
Zenas L. Potter on the Reader’s 
Digest article on dentifrice adver- 
tising. One peint that unfortunately 
could not be brought out in any re- 
buttal on our part (assuming that 
we did try to offer public rebuttal 
which we will not), was the fact 
that after FTC charges have been 
made, there is a period of time be- 
fore the hearings are held; that is 
the interim time through which we 
actually are now passing. 

You will readily understand that 
it would serve us in no good stead 
to present our rebuttal and our side 
of the case before the bar of public 
opinion prior to the government 
hearing itself. We obviously must 
reserve our rebuttal for the gov- 
ernment hearing, and indeed we 
propose to do nothing further in the 
matter. The Digest article was ex- 
travagant in its implications, but we 
feel there is no good purpose served 
in keeping alive a discussion that is 
of further interest neither to the 
public nor ourselves. 

Lee H. BRISTOL, 
Vice-President, Bristol - Myers 
Company, New York. 

- = 

Digest’ Misses Point 

To the Editor: Referring to arti- 
cle headed “Urges Action on Unfair 
Article on Advertising” on Page 22 
of your Aug. 30 issue, please note 
my enclosed correspondence with 
the editors of Reader’s Digest, which 
you may wish to reproduce. 

I would say that the reply of the 
Digest editors reveals either a lack 
of understanding of the variety and 
serious nature of the unfair and 
unjustified attacks on advertising, 
or else a willful desire to promote 
such attacks. In either event, it 
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TIMELY SHOT 


ONE DOWN - -- TWO TO GET! 


YOUR SCRAP 


WILL MAKE IT A SURE Ber! 


DEPOSIT 
SCRAP HERE 


This placard for display on Allis-Chal- 
mers dealers’ scrap metal receptacles, 
was mailed out on the day of Italy's sur- 
render. The cartoon was drawn by“Harold 
Carson of Bert S. Gittins Advertising. 


indicates little understanding of ad- 
vertising’s economic importance. 
CHARLES E, TOWNSEND, 

Townsend Advertising Service, 

Burlington, Vt. 
The Editor, 
Reader’s Digest, 
Pleasantville, New 
Dear Sir: 

To follow the usual prelude to 
lambasting the editor, “I was one 
of your charter subscribers and, in 
addition to my own subscription, I 
make use of additional subscriptions 
as gifts to friends and relatives, etc., 
etc.” This does happen to be the 
case, however. 

And to follow the simplest method 
of registering the cause of com- 
plaint, enclosed is editorial from the 
current ADVERTISING AGE, to which 
I can add but little, except that I 
hope the majority of advertising 
men among your readers take the 
trouble to call it to your attention. 

It happens that I, like many other 
advertising men, was also a charter 
subscriber to Consumers’ Research, 
and that I valued its opinions, until 
it became an all-out crusader for 
the one-sided type of thinking with 
regard to legitimate enterprise that 
is typical of today’s Washington 
bureaucrats. 

I fear that you may be verging 
toward such an editorial position. 
If that is correct, you will be guilty 
of a serious disservice to postwar 
America. That is, unless you hold 
with the National Resources Plan- 
ning Board that free enterprise and 
private initiative are dead and that 
a Washington-planned and _ con- 


York. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


THANK YOU! 


. .. National Advertisers and Agencies, 


for your fine cooperation in allowing 


us optional days for publication of your 
advertising schedules. 


Even with newsprint shortages, our ADVER- 
TISING VOLUME is RUNNING AHEAD of any 
previous corresponding period . . . and CIR- 
CULATION is at an ALL-TIME HIGH! Your con- 
tinued cooperation is sincerely appreciated. 


eTHE DAYTON (Ohio) 
JOURNAL-HERALD 


®eFIRST in Circulation! 


REPRESENTED BY 


THE GEO. 


A. McDEVITT CO. 


trolled economy is our sole salva- 
tion. 

Realize, too, if you will, the effect 
on the consumers of the nations 
reached through your foreign lan- 
guage editions, upon whose good 
will toward American-made goods 
our postwar economy largely de- 
pends. 

Regardless of this apparent new 
editorial trend, I shall continue to 
follow Reader’s Digest. But I think 
it scarcely fair on your part to make 
reading the Digest a “must,” in 
order to keep posted on the latest 
angle of your attack. 

Advertising, like every other pro- 
fession, has serious faults. But I 
think that the great majority of 
advertising men of twenty years’ 
experience can honestly say, with 
me: “I may have been over-en- 
thusiastic. But I have never placed 
an untruth in a single piece of 
copy.” 

At all events, I shall be inter- 
ested in your reaction. 

Charles E. Townsend. 
Dear Mr. Townsend: 

Thanks for your frank comments 
on our “cigaret ad” article. 

We are glad to get your view- 
point, although frankly it seems to 


us that you are perhaps unduly 
alarmed. We cannot see how the 
article can possibly harm conserva- 
tive advertisers; on the contrary, 
we should think it would help to 
increase the effectiveness of simple, 
straightforward ads. 

We thought we had made it clear 
that we were citing FTC complaints 
only, and that the companies had 
denied the charges. However, in 
future articles we will try to be 
more explicit as to the exact status 
of the cases—whether pending, or 
closed after cease-and-desist orders, 
or whatever. 

Sincerely yours, 
The Editors, 
The Reader’s Digest. 

[Editor’s Note: The above appar- 
ently was the Reader’s Digest form 
letter covering complaints on the 
cigaret advertising story. It is prac- 
tically the same letter which was 
sent to J. M. Kraus in reply to his 
- See ADVERTISING AGE, Aug. 
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Hopes to See ‘Diary’ 
Published in Book Form 


To the Editor: I have been fol- 
lowing very closely “The Diary of 
an Ad Man,” which is running each 
week in ADVERTISING AGE. 

There are so many thoughts so 
well expressed in this feature of 
your paper, I would like to have 
you convey to the author that I 
think he is doing an outstanding 


Advertising Age, September 2). 


piece of writing, and the thin». 
he says are every day proble)s 
happenings. 


I hope he publishes this ir po, 
form. I would like to review «, 
whole thing. I started Out t.. keg 
some of these articles but nisge 
some of them, so I am hoping thy 
the whole thing will be pul isheg 


as a book when the prope: 
comes. 
L. P. FINLeEy, 
Vice President, The Union } 
and Hoe Company, Colum) 
O. 
vvy 


Sets Copywriter Straicht 


To the Editor: Apropos of th 
attached portion of a full-page Loy 
& Taylor advertisement which ap. 
peared in the New York yY orld. 


Telegram on Sept. 2, which de. 
scribes the primary colors as “the 
blazing red of fire ... the deep 
green of the forest . . .” etc., the fo). 


lowing is a letter which might have 
been written by any Americap 
child: 
“Dear Lord & Taylor: 
My name is Susan. 


I am in the 
second grade. 


I can spell pretty 
good. I am going on eight years 
old. The primary colors are req 
yellow and blue. 
Yours truly, 
Susan Brown.” 
Susan has covered the situation, 
I have no further comment. 
KATHERINE SMEYA, 
New York. 
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@ new name on the horizon in the “Heart of America.” 


Through the splendid cooperation of prominent advertising men 


in all parts of the country who submitted hundreds of 
excellent name suggestions, it was possible to decide upon one 
best descriking the idea and the purpose of this newest of 
; KMBC firsts—livestock farms operated in service to farmers 
ae everywhere. Here the teachings of Phil Evans, KMBC’s farm 
editor, are given practical application, and the findings resulting 
therefrom are passed on to KMBC listeners. With such a 
fundamental simplicity of purpose, it is only logical that the 
name KMBC Service Farms should result. We of KMBC 
congratulate Merle Sidener of Sidener and Van Riper, Inc. 
in Indianapolis for submitting the winning name, and extend our 
deep appreciation to all, for it was the accumulative contribu- 
tions of everyone making possible the final selection. 
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; The man with the flesh-and-blood newspape 


tow just about everybody else in our town, I al- 
ways read the local newspaper. 

‘It gives me the high-spot news, tells how the 
war’s going, what’s happening in Washington and 
all over the world. 

“But for the last few years—since I’ve been 
reading LIFE magazine—the news in the paper 
actually has meant more to me than ever before. 

“That’s because LIFE has given me a really 
clear picture of lots of people and places that I 
read about in the newspaper. The articles and 


photos in LIFE help bring all the news together, 


give flesh and blood to the news articles. 


“LIFE’s pictures make everything more human 
and understandable. Whether it’s jungle fighting, 
the Sicilian invasion, the miners’ strike, or the meat 
shortage, LIFE gives me a better idea of what the 
newspaper reports are all about. 

“TL honestly feel sorry for the folks that don’t 


get a chance to see a copy of LIFE every week.” 


Amazing Number Explained 


Week after week, 23,000,000 people buy, beg, or 


borrow their way into LIFE’s pages. 


That amazing number establishes LIFE as one of 


the biggest single factors in America’s natienal press. 


Why has LIFE such a huge readership? 


Because people in every walk of life seem to find 
that LIFE, with its varied pages and picture-and-text 
reporting, gives them a remarkably lucid, intelligent 


grasp of the world and what goes on in it. 
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Board Names Two 


Fred A. Healy, vice-president and 
advertising director of the Curtis 
Publishing Company, and Roy J. 
McKee, president of McKee & Al- 
bright, have been elected to the 
board of directors of the Poor Rich- 
ard Club, Philadelphia. 


Geneva Elects Glass 
Robert G. Glass has been elected 
a director, vice-president and man- 
ager of operations of Geneva Steel 
Company, new Utah subsidiary of 
United States Steel Company. He 
was formerly assistant manager of 
operations of the Chicago district of 
Carnegie-Illinois Steel Corporation. 


‘Leo Mishkin Joins CBS 

Leo Mishkin, publicist and former 
New York and Paris newspaper 
man, has joined the press informa- 
tion department of the Columbia 
Broadcasting System. Mr. Mishkin 
recently was in the public relations 
department of the Book-of-the- 
Month Club and was New York 
press representative for David Selz- 
nick, Hollywood producer. 


Joins Ayer Staff 


Miss Peggy LeBoutillier, former 
newspaper fashion columnist and 
staff writer for Harper’s Bazaar, has 
joined the staff of N. W. Ayer & 
Son, Inc., as a representative in the 
New York office. 


PETERS, inc 
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CHICAGO + NEW YORK « ATLANTA 
SAN FRANCISCO + HOLILYWOO®S 


Cresmer to Head 
National Assn. of 


Representatives 


Chicago, Sept. 14.— Operating 
under the rules which provide for 
the representatives’ associations of 
New York and Chicago each to 


elect half the officers, Chicago 
newspaper rep- 
resentatives  to- 


day elected W. T. 
Cresmer, presi- 
dent of Williams, 
Lawrence & 
Cresmer Com- 
pany, as the new 
president of the 
American Asso- 
ciation of News- 
paper Represen- 
tatives. He will 
succeed Ray H. 
McKinney of 
4 . “tae 4 William T. Cresmer 
York, at the annual meeting of the 
national association, to be held at 
the Medinah Club here Oct. 10. 
The Chicago representatives also 
named F. F. Parsons of Ward- 
Griffith Company as treasurer of 
the national association, and Elmer 
E. Flagler, New York News, as a 
new director for a three-year term. 
A. G. Ruthman, Gilman, Nicholl & 


|Ruthman, and C. A. G. Kuipers, 


Burke, Kuipers & Mahoney, con- 
tinue as directors representing the 
Chicago membership. 

To complete the national slate, 
New York representatives will now 
elect a vice-president, secretary and 
director. 

In its own local election, held at 
the same meeting, the Newspaper 
Representatives Association of Chi- 
cago elected A. J. Irvin, John B. 
Woodward, Inc., as president, suc- 
ceeding Elmer Flagler. Other offi- 
cers of the Chicago group elected 
were: G. H. Gunst, The Katz 
Agency, vice-president; G. E. Gil- 
bertsen, John W. Cullen Company, 
secretary; F. F. Parsons, Ward- 
Griffith Company, treasurer. 

E. F. Corcoran, Branham Com- 
pany, continues as a director. New 
directors are E. M. Roscher, St. 
Louis Post-Dispatch, and Mr. Flag- 
ler, the retiring president. 

A discussion of methods to be 
employed in rationing advertising 
space when and if such a problem 
becomes widespread featured the 
meeting of the Chicago association, 
which voted to concur with the 
national association in emphasizing 
that optional insertion dates be pro- 
vided newspapers whenever possi- 
ble. The representatives urged an 
option of five days, Monday through 
Friday, whenever this is feasible, 
declaring that widespread adher- 
ence to this practice will do much 


Lhere pias Lo ke a  Nedal - it would honor the quiet fortitude of 


this war’s homemakers ...the planners and budgeters who are making the best of a tough situation. 


It would pay tribute to the unsung and commonplace deeds which are necessary, also, to win 


the war—waiting in shopping lines... 


enough help.. 


figuring ration coupons ...working long hours without 


. straining the messy grease and flattening the tin cans—the constant hard effort 


to cooperate with the war effort, and to keep the family well-fed and cared for despite shortages. 


Woman's Home Companion, which is advising and aiding the American homemaker through this 


crisis—as it has through so many others — salutes 


her and her job with a symbolic Award of Honor! 


THE CROWELL-COLLIER 


PUBLISHING COMPANY 


PUBLISHERS OF BOMAN’S HOME COMPANION, 


WOMANS HOME 


OM PANION 


UNDERSTANDING WOMEN IS 


COLLIER’S, 


THE 


OUR FULL-TIME JOB 


4IMERICAN MAGAZINE 


Advertising Age, September 26 1943 


to make possible the publi 
of most, if not all of the na: 
copy now being offered. 

The group also concurred the 
New York association’s effor:s ;, 
induce advertisers and agencies , 
supply complete schedules of . :¢ 
tion dates when orders are rel, 
to arrange to have printing at,. 
rials reach newspapers in «mp, 
time to make optional insertjp 
dates possible, and to establish fir, 
deadlines beyond which copy ma, 
not be cancelled. 


NEW PRESENTATION 
SHOWINGS ARE STARTED 


Chicago, Sept. 14.—The new byjj. 
ness committee of the America; 
Association of Newspaper Repre. 
sentatives and the Newspaper Rep. 
resentatives Association of Chicag, 
unveiled its new’presentation of th, 
importance of newspapers as ap 
advertising medium in wartime, a 
a special session here Friday fo, 
members of the Chicago organiza- 
tion. 

Almost 200 were present at the 
impressive showing of the presen- 
tation, which combines original art- 
work with a sound film, and which 
emphasizes the special importance 
of the newspaper as a_ wartime 
advertising medium. The presen- 
tation is especially designed for 
showings before small groups of 
agency men and advertisers, and 
will immediately start on a tour of 
agency and advertiser offices which 
will ultimately result in its showing 
to several thousand customers and 
potential customers of newspapers 


ition 
Ona] 


Richardson to Buchanan 
James A. Richardson has resigned 
from Knollin Advertising Agency 
where he has been vice-president 
since the agency’s formation a year 
ago, to join the San Francisco office 
of Buchanan & Co. Previously he 
had been with Bowman, Deute 
Cummings and Gerth-Knollin in 
San Francisco. 


Promoted by Loose-Wiles 

Walter I. Fisher, New York met- 
|ropolitan sales manager of Loose- 
Wiles Biscuit Company, has beer 
appointed general sales manager of 
| the company’s New York bakery 
| organization. 


; OHIO’ San 
| MARKET § 


. WEEN delivers 


wields an amazing a 
Influence-Power! _ 
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ln AUGUST, average net paid circulation of the 
NEWS exceeded 


PICTURE NEWSPAPER 


2,050,000 


What the NEWS 
is doing to 


SAVE NEWSPRINT 


| 
| 
| EDITORIAL 
_... Features Omitted 


| 

| News Index 

| Handwriting 

“How He Proposed” 
Embarrassing Moments 
Beauty & Love Answers 
True Story illustrations 
Deathless Deer 

Comic notices 

Short Story 

Rector’s Recipe 

Poems You Ought to Krow 
Aesop’s Fables 


Other Features Condensed 


... Sunday Roto & Comics 


Reduction of: 


Comic Section to 12 pages 


) Country Roto to 8 pages 

| 

MECHANICAL 

6 Reduction in: 

‘ Comic paper weight 

" Roto cylinder cut-off 

1 Waste 

; 

CIRCULATION 

Sunday News price raised to 


10¢ in 34 states and Canada 


Unsold papers and returns 
drastically reduced 


iB |) ADVERTISING 


All but national advertising 
’ omitted from Daily Country 
circulation 


Reduced advertising in Sunday 
Black-and-White Country 
edition 


Total number of pages reduced 
' Classified omitted Friday and 
Saturday 


Classified limited to 10 lines 
maximum 


[ Curtailed advertising wl -rever 
possible in all sections of 


. The News 


RESULT: In 1943 The News will 
use approximately 17,000 tons 
less newsprint than in 1941. 


L 


DAILY 


NEW YORK'S 


ALL TIME HIGH in News History! 


SUNDAY 4) NEWS exceeded 


NEW YORK'S PICTURE NEWSPAPER 


3,900,000 


Up 100,000 over August 1942 in spite of 
curtailed distribution of 200,000 copies 


SERVES MORE READERS 
-.- BUT SAVES NEWSPRINT! 


Since the newsprint shortage loomed, ‘The 
News has done nothing to promote circula- 


tion growth. 


But the public still continues to buy more 
copies! This August the public demanded— 
and got—more copies of ‘The News than in 
any previous August. Daily News circulation 
set an all-time high! Sunday News circula- 
tion exceeded August 1942 by over 100,000 


copies, and August 1941 by over 300,000! 


We have been able to meet this rising de- 
mand only by the most careful use of our 
newsprint. We've omitted some editorial fea- 
tures, condensed others, limited comic and 


country roto size, made mechanical and dis- 


THE 


NEW YORK'S 


NEWS BUILDING, New York « TRIBUNE TOWER, Chicago « 155 MONTGOMERY STREET, Son Francisco 


tribution changes, and limited certain adver- 
tising—to save newsprint. But we have main- 
tained a terse, concise, readable, interesting 
newspaper. 

Betore the war, The News led all morning 
newspapers in America in retail advertising. 
Despite our curtailed use of newsprint and 
a shortage of heavy lines, The News in 1943 
is still printing more retail advertising than 
any other morning newspaper in America. 

During the war, The News will strive to 
meet the growing public demand for our 
product . . . while making every possible 
effort to keep our newsprint 


consumption at a minimum. 


NEWS 


PICTURE NEWSPAPER 
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Explaining 
Industrial 
Progress 


TT advertisement laid 


on its side at the right 
has two objectives: (1) To 
explain economics (the 
source of jobs and good 
living) in such clear and 
simple terms that every- 
body who reads will under- 
stand. (2) To show the part 
reinvested profit plays in 


keeping industry in motion. 


@ The McGraw-Hill cam- 
paign assumes that there are 
intelligent people in all 
walks of life who will tackle 
the problem of how to live 
better, and then goes to the 


job of explanation. 


© Advertising along these 
lines should be appearing 
in every manufacturing 
center in America. While 
this was a Labor Day ad- 
vertisement, and no mats 
have been made, all other 
Industrial Progress adver- 
tisements run by McGraw- 
Hill in the New York, 
Washington and Chicago 
papers are available in mat 
form for local use. Scores 
of companies are using 


them in their plant cities. 


President 


MeGraw-Hill Publishing Company, Inc. 


Booklet reprints are also available at cost ($10.00 
per thousand). Write Research Dept., McGraw- 
Hill Publishing Company, Inc., 330 West 42nd 
Stree t, New York (18), N. Y 
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in your mirror 


Did you look 


ON LABOR DAY? 


j 


any income 


for a car. 


“Look in your Mirror Next Monday Morning.”’ 


The following advertisement appeared in the newspapers September Ist, 


with the headline, 
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efore you can spend your money 


tools or 


spends in living 


skill, 


Every man who develops 


can no longer work, the dollars come back. 
—wafel nmennarte hawnand what he 


around this 


with a square 
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‘'Labor’’ 


drawing pictures, 
sy? 


a ee | 


time of year, showing 


We have given the name ‘‘Seed Money’ 
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OPA Heads Still 


Search for Grade 
Label Substitute 


Washington, D. C., Sept. 16.— 
Fruit and vegetable packers will be 
called to Washington soon in an 
effort to work out with OPA officials 
a practical substitute for grade 
labeling as a mechanism of food 
price control. 

OPA officials, familiar with can- 
ners’ proposals from the grade 
labeling battle of last spring, be- 
lieve the industry will be unable 


, to suggest any practical <zlternative, 


and it is widely predicted that the 
agency will resort to some sort of 
grade labeling for the 1944 pack of 
fruits and vegetables. 

Both Price Administrator Pren- 
tiss M. Brown and Chester Bowles, 
OPA general manager, are con- 
vinced that there can be no price 
control unless prices are fixed to 
standards. Both men also feel that 
OPA must require some mechanism 
by which the public can identify 
the standards. Industry officials 
have agreed in general to price fix- 
ing on the basis of standards used 
in the trade. They have been un- 
willing, however, to mark these 
standards on the labels. 

A strong group in OPA is unwill- 
ing to accept industry’s own 
standards, however, asserting that 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Paid Circ. Negro Pop. 

Chicago Defender (Chicago) . 53,000 375,000 
Chicago Defender (National Edition) . 76,000 

Michigan Chronicle (Detroit) 22,050 193,000 
Louisville Defender pawowme ‘ 14,223 65,000 

Los Angeles Sentinel (Los les) . 12,000 100,000 

Los Angeles Sentinel {National} 3,000 

Concentrated Negro Purchasing Power in Louisville over $29,709,540 Annually 4 


GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


these standards are “ethereal.” 
They hold out for the Department 
of Agriculture grades used in MPR 
306, the grade labeling regulation 
that aroused Congressional ire last 
spring. 

Mr. Brown has instructed Jean J. 
Carroll, Kroger Grocery executive 
who was recently named director 
of OPA’s food price division, to 
arrange meetings with the canners 
so they may express their views 
fully. Following these meetings, it 
is probable that Mr. Bowles will 
make his promised decision on 
future use of grade labeling. Ata 
news conference shortly after he 
took office, Mr. Bowles said that he 
was studying the Canadian price 
control system, which includes com- 
pulsory grade labeling. 

Again this week, Mr. Bowles said 
in an interview with ADVERTISING 
AGE that he would issue a statement 
on grade labeling shortly. He said 
that he is convinced that some sort 
of identification based on standards 
is necessary, but that he is seeking 
a way most acceptable to industry. 


Reviews OPA Progress 


In a progress report during the 
week, Mr. Bowles, with one eye on 
the returning Congress, reviewed 
his six weeks in Washington. He 
described the reorganization of the 
price division into four major divi- 
sions under James F. Brownlee, 
formerly of General Foods and the 
American Sugar Refining Company. 
Besides the appointment of Mr. 


All Bills Paid... 
and Money in the Bank! 


F Park TTF 
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> 


_ A BOOTH Michigan MARKET 


= 


awe te —— 


Bay City’s prosperity is so widespread 
these days that even the city budget 
reflects it. For the first time within 
memory, Bay City has closed its fiscal 


year with all current bills paid and 


money in the bank. 


Industrial employment and payrolls 


are at an all-time high. Four employ- 


newspaper, 


paid industrial communities. A single 
The 


covers it practically home by home. 


Bay City Times, 


For further facts, call Dan A. Car- 


roll, 110 E. 42nd Street, New York 


ers, Defoe Shipbuilding, Dow Chem- 


ical, 


employ more than all Bay City manu- 


facturers employed before the war. 


Retail sales are 18% 


year. 


Bay City is one of Michigan's best- 


Chevrolet and Auto-Lite, 


ahead of last 


now 


City 17, N. Y.; or John E. Lutz, 435 
N. Michigan Avenue, Chicago 11, Ill. 


| Administration 


Carroll and Reagan P. Connolly, 
from Interstate Department Stores, 
New York, to head OPA general 
merchandise and distribution, Mr. 
Bowles said “at least nine addi- 
tional men with broad experience 
in business” will join the price de- 
partment within two weeks. 

The report in general reviewed 
plans to “hold the line” through 
simplification of orders, rollbacks 
and subsidies, and through “com- 
pliance” and enforcement. It said 
that the independent legal depart- 
ment would be abolished, and law- 
yers assigned as members of each 
major OPA department. 

Mr. Bowles officially announced 
that a system of tokens would be 
used, probably beginning during 
the summer months, to simplify ra- 
tioning. He revealed that greatly 
increased authority had been given 
to the eight regional directors and 
district directors. 


To Cut Cost of Living 


Mr. Bowles announced that a 
three-way program to roll back the 
cost of living nearly 4.5% would go 
into effect, and promised that prices 
would near the Sept. 15, 1942, sta- 
bilization level within three or four 
months. The program, involving 
cutbacks in the prices of apples, 
oranges, potatoes, peanut butter, 
lard, shortening and vegetable oils, 
will cost about $100,000,000 and wil! 
be financed by funds now available 
through the Commodity Credit Cor- 
poration and RFC. 

OPA’s general manager said that 
he has prepared an over-all price 
regulation for all winter fruits and 
vegetables which should hold their 
prices roughly 15% below last year. 
fhis schedule, Mr. Bowles said, will 
nclude luxury as well as essential 
foods “so that production will not 
be driven into luxury items at the 
»xpense of essential crops.’ 

“OPA is now far more production 
conscious,” Mr. Bowles said, “and | 
on the other hand, the War Food | 
is ‘far more price | 
conscious.” 
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"RATIONAL CHOICE 
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RED ROSE 


“Ne Rational Choe 


Although coffee is still on the ration list 
in Canada, T. R. Estabrooks Co., St. John 
N. B., has scheduled a new campaign for 
Red Rose brand in Canadian dailies a; 
far west as Alberta. McConnell, East. 
man & Co., Montreal, is the agency. 


Another OPA report during the 
week indicated that the agency 
now has 172 industry advisory com- 
mittees. 


Two Join CBS 


Station WAAC, Fort Myers, Fla 
has become affiliated with the Co- 
lumbia Broadcasting System. To 
advertisers who use the complet 
Florida group of CBS stations 
WAAC is now available as a bonu 
station. KTBC, Austin, Tex., has 
xecome affiliated with CBS as a 
nember of the special supplemen- 
ary group, available to advertisers 
using the southwest group of CBS 
stations. 


“GIT HEP, CAT, TO 
BILITIES IN THE RED RIVER VALLEY! 
GIVE OUT WITH YOUR JIVE ON WDAY- 
ONLY SOLID SENDER IN THIS NECK 
OF THE WOODS!” 


iy 


\ \ 


THE SALES POSSI- 


WDAY 


FARGO, N.D.~5000 WATTS~N.B.C. AND BLUE 
AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, NAT'L REPRESENTATIVES 
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GLOBAL THINKING 


Makes You See Things Differently 


Up ’til now you may not have given much thought to where or how South Americans stood. 
But now it’s different. Every thinking business executive is doing “Global Thinking.”” The unlim- 


ited horizons of air transportation have changed many viewpoints .. . and markets. 


Where once you thought of New Orleans as the ‘Deep South,” you now judge it more correct- 
ly as MID-AMERICA. You see it today as the hub of an air network that crisscrosses the nation 
and bridges the continents of North and South America. And, for when the war is won, plans are 


already laid for regular flights from New Orleans, north over the Pole, to the East Indies and 


Asia! 


However, we are not suggesting that you immediately open a South American branch or an 
Asiatic office. What we do suggest is that you lay foundations for postwar expansion now while 
New Orleans is booming with war industry. Advertise your product, business or service in this in- 
creasingly important market in the newspapers which are read by over 70% of New Or- 
leans newspaper reading families. . . THE TIMES-PICAYUNE and NEW ORLEANS 
STATES, morning 149,213, evening 75,532, Sunday 247,215. Representatives: Noee, Rothen- 


burg & Jann, Inc. 
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The Diary of an Ad Man 


LOCAL RADIO STATIONS 
IN SECONDARY MARKETS 


LEAD ALL OTHERS 
YU) T7777 F= 


ff 


Radio Research Establishes 
New Principles 


A series of “around-the-clock” co-incidental telephone 
surveys have been made for a full week in several sec- 


ondary markets. In every market these audience sur- 
veys show that the local radio station has a larger 
audience—on the average—than the 50,000 watt sta- 
tions heard in the same market. This principle has 
been found true in every city thus far without exception. 


For example, these ratings show the percentage of the 
radio audience commanded—on the average—by each 
station in the following cities: 


NS or ee ene 26.3% 
Ist Chicago 50, 000 Watt Station re 20.4 
In Peoria, 2nd a ee eee 8 ee 12.2 
Illinois, the 3rd 4 . ag ” inst oo 
Local Sta- 4th ° sag ’ ~. tices 4.2 
tion Leads 5th - " a me? eS ala 6.9 
Ist St. Louis 50,000 Watt Station.... .2 
ED, 2. eo bs ree Sas be whee sees 8.0 
Re re 26.0% 
Ist Chicago 50 000 Watt Station Kecmiee 18.8 
In Terre 2nd 19 
Haute, In- 3rd ” - “ pee ere 6.4 
diana, the 4th e - si ys eae id 1.8 
Local Sta- Ist Cincinnati 50,000 Watt Station...17.9 
tion Leads Ist Indianapolis Station Poe Meant tess 1.2 
2nd _ GS Ce. ad A —- 
ga a eee 6.9 
i 35.0% 
In Madi- - Chicago 50, 000 Watt Station iets aad 15.4 
nd sen 
son, Wis- ard “ “ “ “ 9.7 
consin, the 4th “ “ “ “ . a 
I 1 Sta- . 3.9 
Gen Leads — Milwaukee Station. : = 
I ee ce pe 10.6 
Local Station . 20.5% 
re 16.8 
In Spring- Ist Chicago 50, 000 Watt Station Tver 11.5 
field, Mlli- 2nd ” ... 10.9 
nois, the 3rd & 4th * 9 . 4.6 
Local Sta- 5th - - a s vs oo 
tion Leads Ist St. Louis 50, 000 Watt Station. ae aan 
2nd sig ee 
All Others . Pxwadno et eee re 2.8 
Pe ee 59.5% 
In Fargo, Ist Minneapolis 50,000 Watt Station. 6.8 
North Da- Bismarck Station ............. . 65 
kota, the pe eee 
Local Sta- Grand Forks Station. oa 
tion Leads Moorhead Station is Be 4.4 
All Others a . 10.6 


Coverage Versus Listening 

These surveys covered the major part of the day and evening—from 
8 A. M. to 10 P. M. In each market the 50,000 watt stations of nearby 
big cities could be plainly heard. But in many instances their audiences 
were small—varying from an average of 1.8% of the total audience to 


20.4%. But in all instances, by far the greatest percentage of “listening” 
was commanded by the local station. 
During most periods of the day and evening, the local station has a 


greater audience than all other stations combined 


Costs of Coverage Usually Lower for the Local Station 


The true measure of the cost of radio advertising is the cost of securing 
listeners. These surveys show that the local station usually secures 
actual listeners in its market for 1/4 to 1/10 the cost of securing them 
on nearby 50,000 watt stations heard in that market 


Radio Advertisers Want Facts on Spot Stations 
Population shifts, 
power 
radio 


increased employment 
all make secondary markets more 
advertisers. They want the facts 


and greatly multiplied 


about the 


size of the audience] 
commanded by spot stations 
Chapelle Rating Surveys show the percentage of the audience listening 
to each station for each individual period of the day and evening. These 


individual program ratings are extremely 
partment in planning all programs 


valuable to the Program De- 


For information on how 
ondary 


to secure 
markets call or write 


mplete ratings for stations in sec- 


-C.C. Chapelle Company 


~ MARKETING CONSULTANTS 


500 North Dearborn Street - CHICAGO - Telephone Whitehall 7731, 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


September 6. Made a list of the repair 
and improvement jobs on my home which 
have had to be postponed until the war is 
won. They totaled up to a good many 
man-days for the building trades and sup- 
pliers. Has any magazine in the home 
field surveyed this accumulating backlog 
of postwar work? If there are many home 
owners with needs like mine building up, 
such a study would have a national as well 
as trade significance. 


September 7. One of my associates, who 
is a member of the School Board in his 
community, tells me that eight of the 
teachers who had been hired failed to show 
up when school began. Higher pay war 
jobs had gotten them. Here is the kind of 
thing where the local committees behind 
the campaign for womanpower can get 
down to brass tacks. There must be plenty 
of married teachers who could be induced 
to come back on the job by a little well 


lady, recently moved into the state, who 
thought maybe the Governor’s wife might 
get her a cook. A good part of the rest of 
the day had been spent in long distance 
telephoning, at his own expense, to per- 
suade the medical authorities who control 
a rare new drug to furnish some of it for 
the dying husband of a woman constituent. 
Votes for women? 


September 10. Saw in the New York 


Times an agency’s own advertisement 
which interested me. It gave, in very 


compact form, an exposition of the copy 
appeals which this agency has found most 
effective. Strangely, such material seems 
to have very little interest for most ad- 
vertisers. No glamor to it. Just sales. 


September 11. One of the tires on my 
truck blew out as I was going into town 


buying | 
important than ever before to} 


e 

September 8. 
breeches. 
himself as a Publicist, an 


ized. 


be another Sampson. 


September 9. 


war time. 


directed local advertising. 


Every once in a while I 
notice some ad man getting too big for his 
Some kind of recognition comes 
to him which makes him begin to think of 


tribution Economist, or whatnot, 
It can’t be done, brother. 
of your trade is upon you. 
is there, and if you are shorn of it you will 
But as that trade 
gains more and more respect, 


Toward the shank of the 
day, caught the Governor of our state off 
duty, and we had a little snifter together 
while he told me of the cares of office in 
This morning he was gotten out 
of bed by a lady who telephoned him to 
please have a dead horse removed from 
the highway in front of her estate, at once. 
This was followed by a call from another 


early this morning with a load of fruit. 
Fortunately, the local rationing board was 
in session, and quickly agreed that a food 
supplier should have a new tire. But then 
I discovered that their permit was only a 
hunting license. There was not a truck 
tire of my size in town, and none expected. 
Continuing my hunt in the next county 
seat, I finally found a tire in one place 
and a tube in another. And so to home, 
at sundown, with the day lost, my gasoline 
ration reduced, my temper frayed, and my 
thoughts unkind for Mr. Jeffers. 


Educator, a Dis- 
capital- 
The mark 
Your strength 


so will you. " 


September 12. So our boys landed at 
Ostia, the port of ancient Rome. I spent a 
day there once, exploring the ruins with 
an Italian archaeologist. He had the gift, 
that man, for making the past come alive. 
Through his eyes I saw the teeming quays, 
the merchants busy with their bales, the 
sailors with harlots hanging on their arms, 
the Roman Legionaires coming home, the 
taverns, the travelers, and all the bustle of 
a waterfront town. Just words. 


Papers, Radio 
Get Campaign 
for Tootsie V-M 


New York, Sept. 15.—In launching 
| Tootsie V-M, the new vitamin-min- 
/eral milk fortifier, Sweets Company 
‘of America is spearheading its cam- 

|paign with newspaper advertise- 
ments run at frequent intervals in 
|New England and upper New York 
|state, Neddle Cloth, advertising 
| manager has announced. 

Because newspaper copy is con- 


new product te consumers, 
|tional papers are being enlisted for 
the advertising campaign from time 


setts, Rhode Island and upper New 
York state. Insertions are being 
made of 400-line copy once a week 
in some of the papers with others 


advertisements during the week. 
The newspaper campaign is being 
supported by a participating radio 
program and by sponsorship of the 
“Dick Tracy” show on the Blue 
Network on Tuesdays and Thurs- 
days for 15-minute programs. 
Thus far, 
been released to all of New 
land and New York state except 
metropolitan New York. The Ed- 
wards-Golden Company of Boston 


Eng- 


sidered so effective in visualizing a | 
addi- | 


to time in Connecticut, Massachu- | 


carrying both 400-line and 200-line | 


Tootsie V-M candy has | 


has been appointed sales repre-|taling-Thomas, Syracuse; Hotaling- 
sentative in the New England area,| West, Rochester; Hotaling-Stefanik 
and in New York state the George |in Buffalo. Duane Jones Company, 
F. Hotaling Company, Albany; Ho-! New York, is the agency. 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


; NEW ORLEANS 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


BIGGEST 


BECAUSE 
Wr . Bes! 
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MARJORIE GRIFFIN - Editor - Home Department 


Back To Her Own Prop_e comes Marjorie Griffin. Her people are the farm girls who were her neigh- 
bors in pigtail days—the girls with whom she attended agricultural college. These —and more than 
a million like them—are now the mothers of farm families who read Capper’s Farmer. 

Marjorie Griffin brings to her readers a talent for writing and editing which has won spectacular 


readership for her as women’s editor of leading publications. 


13 cheeard Winner. Our editors’ intimate knowledge of working condi- 
tions on the farm has again been confirmed by winning Ist Award for the best Sep- 
tember 1943 Cover in farm and home magazine division. Contest sponsored by 


Office of War Information and War Manpower Commission. 


CAPPER’S FARMER 


The ONE National Farm Magazine That Speaks The Farmer’s Language 
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Vitamin Sales 
School’ Is Aid 
fo Druggists 


Denver Company 
Sponsors ‘Class’, 
Spurs Store Sales 


Denver, Sept. 15. — Increased 
drugstore sales of vitamins testified 
this week to the wisdom of Davis 
Brothers Drug Company, Denver 
wholesale firm, in conducting a one- 
day “Vitamin Sales School.” 

Under the direction of R. W. 
White of the Davis Brothers firm, 
260 representative druggists recently 
were given an intensive course in 
selling vitamins to the public. The 
“students” came from Colorado, 
Wyoming, New Mexico, Nebraska, 
South Dakota and Kansas. 

The idea for the school came 
from a_ successful “Veterinary 
School” conducted last spring by 
Davis Brothers. Officials reasoned 
that if druggists were interested in 
better merchandising of veterinary 
items, a business they have to share 
with many other types of outlets, 
they would be even more interested 
in vitamins. One of the strong 
points repeatedly brought forth 
during the school was that drug- 
gists, through study, could make 
themselves the best qualified type 
of sales person to handle vitamins, 
while by continuing to remain un- 
informed about this rapidly-growing 
industry, they could no more than 
compete with department store 
clerks, grocers and others who sell 
the same items. 


Speakers Scheduled 


The school was announced to 
druggists in a four-page leaflet sent 
eut through the Davis Brothers’ 
trade area. It outlined instruction 
to be given and listed the principal 
speakers: Earl S. Retter, director 
of merchandising, Eli Lilly & Co.; 
Kenneth Laird, of the Nutrition 
Research Laboratory; E. D. Mc- 


BAUKHAGE 


I$ AVAILABLE —1:00 to 1:15 P. M. 
“MONDAY THRU. FRIDAY 


EDWARD PETRY & CO. INC. MATIONAL REPRESENTATIVES 


ON WRNL 


THE FAMOUS 


Daniel, general manager, Vitamins 
Plus; and A. Schultz, sales manager 
for Vitamins Plus. Mr. Retter dis- 
cussed ethical phases of vitamins, 
Mr. Laird the merchandising of 
vitamins, and Mr. McDaniel and 
Mr. Schultz advertised brands of 
vitamins. 

To assist druggists, Davis Broth- 
ers prepared an elaborate “Vitamin 
Manual” explaining the past and 
expected future growth of the vita- 
min industry. It points out the 
inroads other businesses are making 
in the druggists’ sales of vitamins. 
It lists important steps to aid drug- 
gists in recapturing this business; 
offers a series of sales ideas; pro- 
vides up-to-the-minute information 
on all recognized vitamins and sug- 
gested selling talks for various cus- 
tomer types; and concludes with a 
series of suggested letters to physi- 
cians and suggested radio spots 
announcing the store’s ability to 
supply vitamins. In addition, each 
druggist was provided with a list 
of counties in his state, population, 
potential vitamin sales, and actual 
1942 sales. 

For $1.50 each druggist attending 
the school was offered a sales kit 


prepared by the drug firm. How- 
ever, the money will be returned— 
in the form of a package of vitamins 
—to each druggist who enters a 
window display in a contest being 
conducted by Davis Brothers. In 
addition winners in the display con- 
test will divide $367.50 worth of 
war bonds and stamps. The sales 
kit contains window display mate- 
rial, two wooden display frames and 
ten cards on vitamins for each. 
Also included are store banners and 
a clerk’s chart for quick reference 
on vitamins. 

Following up the “Vitamin 
School,” Davis Brothers is conduct- 
ing a drive on all vitamins from 
Aug. 30 through Sept. 27. All com- 
pany salesmen have been assigned 
quotas and will get extra commis- 
sions for vitamin sales. 


URGES DRUG EDUCATION 


New York, Sept. 15.—An educa- 
tional campaign by some adequate 
public relations organization within 
the drug trade to acquaint the pub- 
lie with the part played by phar- 
macists in maintenance of public 


health was recommended by Ed- 
ward L. Bernays, public relations 
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counsel, speaking before the recent 
Victory Business Conference of the 
Associated Drug Stores. 

Mr. Bernays pointed out that, on 
the basis of a recent drug survey, 
grocery chains in many states are 
now carrying as many lines of drugs 
as the drug chains and small drug 
retailers with whom they are com- 
peting. The survey also revealed a 
serious shortage of pharmacists. He 
attributed this to what he called the 
“low professional prestige of phar- 
macy in the public’s eyes.” 

This increasing competition in 
the sale of drugs from outlets other 
than retail drug stores and the 
acute shortage of pharmacists were 
the main problems confronting the 
drug trade at the conference. Speak- 
ing before 500 members of the as- 
sociation, Godfrey M. Lebhar, edi- 
tor of Chain Store Age, said that 
mail order houses are planning to 
expand their retail drug outlets and 
pointed out that many grocery 
stores are now selling drugs as a 
supplement to their regular stock 
which has decreased steadily since 
the war began. 

H. C. Naylor, president of Lane 


the association, said orders placeg 
by large drug store chains for post. 
war delivery will speed conversioy 
to peacetime production and enabj. 
drug stores to obtain merchandise 
more quickly after the war. 


Named Ad Manager 

Gilbert E. Whiteley, for the pag; 
nine years in charge of eastern aq. 
vertising for Grit, Williamsport, Pa. 
has been appointed national adver. 
tising manager. 
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Choose the 


Leader... 


Drug Stores, Inc., and president of 
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An outstanding network 
feature is now available 


on a local sponsorship 


use on WRNL—to cover 


Virginia's great Defense 
Market. 
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$28.00 PER 
WEEK PLUS 

STATION 
TIME 


@ Bill's a man now, and he’s in the Air 
Force. His favorite aviation magazine is 
“FLYING ACES,” 


grown-up, too! 


still 


He fell in love with “FLYING ACES” 


and airplanes when all three were in 
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See 


because if’s 


“short pants.” They grew up together! 


This pioneer publication follows a reader like Bill 
wherever he goes. He writes us that every chance he gets, 
he buries his nose in an issue of “FLYING ACES.’’* 
It has grown up with him, and still gives him the 
low-down on aviation—even while he’s right in the 


thick of things. 


* Letter in our files, 


ofall 


ey. 


en ae 


But here’s the fact most interesting 


to you: He writes us that AFTE* 


THE WAR HE WANTS TO STAR | 
A LITTLE AVIATION BUSINESS 
OF HIS OWN! That gives you a 
idea of the way the “Bills’’ of tomo: - 


row will be thinking. 


do with the purchase 


They have flying in their blood. It will still be there 
when this war is over. Chances are they'll have a /ot to 


not only of planes, but of a'! 


kinds of aviation equipment, instruments, and part», 


as well as aviation gasoline and oil. These thousancs 


of “Bills” will be aviation’s new pioneers! 
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B \‘clott, McWilliams 
jon ‘Parade’ Statf 


Advertising Age, September 20, 1943 


Harvey Malott, formerly with the 
. washington office of Cuneo Press, 
Bas joined the advertising staff of 
B parade in New York. 

Walter McWilliams, formerly with 
S american Home Products, has been 
b cod to Parade’s Chicago advertis- 
taff. 


STUDIOS INC. 
540 N. MICHIGAN AVE.+ CHICAGO | 
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Zenith to Market 
Hearing Aid as 
Counter Item 


Chicago, Sept. 15.—Zenith Radio 
Corporation will soon invade an- 
other field, it was revealed this 
week, with a new low-price hearing 
aid to be sold over the counter by 
optical dealers, with an extensive 
advertising program to back it up. 

The vacuum-tube, self - fitting 
hearing aid, first new civilian prod- 
uct to result from Zenith’s wartime 
production of radionic equipment 
for the Army and Navy, will be put 
into production within the next 30 
days, Commander E. F. McDonald 
Jr., Zenith president, told stock- 
holders at the annual meeting here 
yesterday. 

Zenith will sell the hearing aid 
“for the sensational low price of 
$40, about one-fourth the average 
price of quality hearing aids today,” 


| 


Commander McDonald said, 
with volume production expects to 
make it a profitable operation. 

The Zenith president said that 
because of the nation’s acute man- 
power shortage, the government has 
granted priorities on necessary ma- 
terials for production and the device 
may help restore many hard-of- 
hearing persons to industry. 


Hits Other Companies 


Although more than a dozen 
companies now produce hearing 
aids, Commander McDonald said “‘it 
seems incredible to me that in the 
past the public could buy a com- 
plete radio receiver for $29 or less 
with which they could listen to 
Europe, Asia or South America— 
yet when the people with deficient 
hearing wanted a device to enable 
them to hear the human voice in 
the same room they have been pay- 
ing from $100 to $200 for such an 
instrument.” 

Advertising copy announcing the 
device has already been prepared 
by the Zenith agency, E. H. Brown 
Advertising Agency, Chicago, and 
tentative schedules have been drawn 
up. Both national magazines and 


and | 


newspapers will be used in a hard- 
hitting campaign, according to still 
incomplete plans. 

Optical dealers are to be offered 
the hearing aid as a counter pack- 
age, since Zenith believes its new 
instrument may be adjusted for the 
wearer with the same ease as he 
learns to operate a pair of binocu- 
lars—another optical store item. 
Zenith’s regular sales organization 
will not distribute the product. 

Discussing the company’s over-all 
position and plans for the future, 
Commander McDonald said it can 
easily convert to production of 
civilian radios within 60 days after 
the war ends. “Even without con- 
sidering the improvements which 
will make most existing sets obso- 
lete,” he said, “I am not crystal 
gazing when I say that there will 
be an immediate market for mil- 
lions of radios.” 


Hamlin Named V. P. 


Kenneth A. Hamlin, sales man- 
ager of Wilson Brothers, Chicago 
men’s wear manufacturer and dis- 
tributor, has been appointed vice- 
president of the company. 


“FLYING ACES” readers. 
When this magazine started 


ago it was a pioneer in the field. There 
are many aviation publications today— 


but this one is s##// in a class by 


Ic reaches the cream of the crop. 
They're more than just readers. They're 


a following! 
You can’t afford to let them 


message RIGHT NOW! The way to get 


it to them is to: 


Put it in “FLYING ACES”! The maga- 
zine that grew up with aviation... is still 


growing! 


FLYING act 


HE MAGAZINE OF THE FLYING AGE 


C circelation for six months ending June 


Take a look at the Bills of tomorrow! 
Multiply “Bill” by 160,000 and you have 


15 years 
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New Campaign 
for Makers 
of Playing Cards 


Cincinnati, Sept. 15.—The United 
States Playing Card Company, 
maker of Bicycle and Congress 
playing cards, is launching a new 
advertising campaign in black and 
white full pages in national maga- 
zines through J. Walter Thompson 
Company, beginning this month. 

Short, human interest copy points 
out the importance of relaxation for 
war workers. It tells how home 
recreation helps conserve gasoline 
and rubber, and leaves more sav- 
ings available for war bonds. Each 
advertisement suggests buying no 
more packs of playing cards than 
needed and urges people to make 
sure no One, in service or on the 
home front, is deprived of this 
source of relaxation. Featured in 
the advertisements are drawings 
by E. F. Ward, magazine illustrator. 

As a contribution by the United 
States Playing Card Company to 
the 3rd War Loan, one advertise- 
ment in the series is devoted exclu- 
sively to promoting the purchase of 
war bonds. 


Mars Heads KMOX ‘ 


Advertising-Promotion 


David R. Mars, 
who has been as- 
sociated with the 
radio industry 
since 1938, has 
been appointed 
director of ad- 
vertising and 
sales promotion 
of Station 
KMOX, CBS 


outlet in St. 
Louis. 
He was for- 


merly —— 

; manager of the 

woes & te St. Louis Star- 

Times and that newspaper’s radio 

station, KXOK, for nearly six years. 

Before that, he was with D’Arcy 
Advertising Company, St. Louis. 
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Famous Names Agency 


Brisacher, Davis & Van Norden, 
Los Angeles, has been appointed 
advertising agency for the Famous 
Department Stores. Famous has 
purchased “Famous American Chal- 
lenges,” a transcribed patriotic 
radio series originated and pro- 
duced by the agency, for an insti- 
tutional advertising program for 
the company’s seven stores, all 
located in southern California. 


“I know you'll feel right at home 
—the Mystery Chef on WFDF 
Flint Michigan told me how to 
cook navy beans.” 


Mutual Booklet 
Describes Its New 
Transcriptions 


New York, Sept. 14.—To buttress 
its plan of providing daytime lis- 
teners with transcribed programs 
of the choicest nighttime radio 
shows, Mutual Broadcasting System 
last week issued a 24-page booklet 
in question and answer form telling 
not only advertisers, but critics and 
skeptics of the plan, how daytime 
rebroadcasts will prove a new and 
healthful departure in the radio 
business. 

Under the title ““‘The Mutual Day- 
time Playhouse,” the Mutual book- 
let tells Mutual plans to provide the 
rebroadcast over its system between 
3 and 4 p. m., EWT, of outstanding 
nighttime programs, starting in 
October. Mutual emphasizes that 
in giving daytime broadcasts it is 
providing “greater service to lis- 
teners” and points out that large 
portions of the listening public, be- 
cause of war work, are unable to 
do their listening at night. 

The booklet denies that adver- 
tisers are given 13 weeks “for free,” 
stating that the Mutual Daytime 
Playhouse is offered without charge 
to the U. S. government for 13 
weeks as a vehicle for war infor- 
mation and war effort drives. 
advertiser, it asserts, will pay nomi- 
nal costs incidental to recording 


Each | 


and rebroadcasting his evening pro- 
gram, including such talent charges 
as may be involved. 

The booklet assures that adver- 
tisers are not committed to continue 
with the Mutual Daytime Play- 
house following the first 13-week 
run. It is stated that all Mutual 
stations have overwhelmingly ap- 
proved this program. 

The booklet further declares that 
of the 30,600,000 radio homes in the 
U. S., the people in more than 
20,900,000 of these homes are within 
arm’s reach of a radio set between 
3 and 4 p. m. 

On the subject of why Mutual 


proposes this plan at this time, the | 


booklet says “the nation’s war 
effort has drastically altered the 
public’s living and listening habits. 
A recent Hooper analysis of fam- 
ilies actually listening in the day- 
time reveals nearly half as many 
men tune in as at night, and of 
course the percentage of listening 
women is almost identical day and 
night.” 

The booklet has been sent to 
more than 5,000 advertisers and 
agencies throughout the country. 


‘Democrat’ Names Wrenn 


Henry S. Wrenn, Associated Press 
correspondent in Tallahassee, Fla., 
ror the past 10 years, has been ap- 
sointed general manager of the 
Tallahassee Democrat. He succeeds 
John Tapers, who has been com- 
missioned a captain in the Army. 


_ tall corn grows big ears in 
of big ears buttered with golden kernels... 


the golden kernels go down the g 


of millions of wee chicks... they g 


juicy and march to hungry markets . 
ing income to be spent in Iowa’s towns and 
cities. Only pin money to lowa—but more money 
from more chickens and eggs than any other 


state can boast about. 


Here is an urban market whose volume is in the 


top 20 of American markets, yet 


has less than 200,000 people within its limits. For 
Urban Iowa is R & T Iowa, a supermarket within 


Iowa ... lots 


a great market. 
ullets of scores 
row plump and 
. » produc- 


market analysis. 


ow the 


MONEY 
will roll in... 


When These 
Babies March 
to Market! 


.. a market bounded by the pages 
of a great paper whose readers are the kind of 
sales prospects that count. 


Iowa defies and defeats ordinary, lackadaisical 


Here farm income is greater than 


war contracts or industry income. Here is a great 
market stabilized by steady streams of newly cre- 
ated wealth from many sources. 


R & T Iowa faces the uncertainties of peace with 


its biggest city 


a certainty of continuing income that no other 
state enjoys. Smart sales strategy is invading Iowa 
today to dominate R & T Iowa sales in the post- 
war world ...the likeliest spot for steadiest volume. 


atch Yo 
“ ® sist 


H you don't see R & T lowa on it, 
someone is letting you miss one of 
America’s top 20 urban markets. 


a 


o 


> > > 
. Vrs , & 2 
a €-, ,zee 


CULTIVATH 10WA TODAY. 


Rpts 


A STATE-WEDE URBAN MARKET .@. COVERED 
BY A STATE-READ PAPER ...THE 


ny 
rr ¢ 


ES MOINES 


7 


Brzburne 


FOR CULTIVATING 10WA ALWAYS PAYS 


Advertising Age, September 20. 1943 


Getting Personal 


Harry E. Burns, ad mgr. of Southern Lumber Journal, Jacksony |le 
Fla., has been named promotion manager of the “share your ho ne” 
campaign, sponsored by the Jacksonville adclub to obtain living q) ay. 
ters for war workers who have moved into the area... 


Bill Horsley, pres. of Pacific National Advertising Agency, four 4 
way to lick those dollar haircuts when they became a grim fac’ jp 
Seattle. Each day he went to the barber’s and paid into a, bu 
account a Canadian dime, chicken feed change, bus token or what: ye; 
came handy, until on haircut day there was about half enough to ay 
the toll... 


Mix Dancer, president of Blackett-Sample-Hummert, was ab: 
the Twentieth Century when it was wrecked early on the mornin 
Sept. 7. His car was one of those which were derailed and rolled dow» 
an embankment, but Mix was miraculously unhurt. . . 

Wickliffe Crider, director of radio publicity for J. Walter Thompsoy 
Co., is in Hollywood to prepare his material for another season for the 


“Lux Radio The- es a ' = 
PRACTICE THEIR PREACHING 
san, was born to ” 
Rye, N. Y. Maj. 
x "y - 9 j 
picture’ distribu- ae! “ WAS TERE (ys 000 
vision, was for- 
The father of 
cinnati public re- 


ater.” .. A daugh- 7 
ter, christened Su- 

Maj. and Mrs. ies 

J. W. Hubbell, of CBS 

Hubbell, in charge OU BLOOD ba) 
of overseas motion Sea lsh ‘ 

tion for the Army’s ee ay 
entertainment di- : 

merly ad mgr. of 

Simmons Co... 

five daughters, 

Earl Winter, Cin- 

lations counsel, 

celebrated the ar- 


Aen. it of a son This foursome joined cast members, production workers 
i Hollywood and technicians of the Columbia Pacific Network's "I Was 


There” show recently, to donate their pints to the Los 
John U. Reber Angeles blood bank's plasma drive. Left to right are 
barged into the J A. Privett and Charles Stevenson, J. Walter Thomp- 
Brown Derby and son Co.; George L. Moskovics, director of sales promo: 


espied in various tion, and Jack O'Mara, merchandising manager of the 
booths Cal Kuhl, network. Sponsored by the maker of Sea Island sugar 
Ed Gardner, Sam_ the program devotes most of its time to blood donor 


recruiting. 


Moore, John We- 
don, Herb Polesie, ~~~ ; — 
Nate Tufts and Frank Woodruff, all of whom at one time or other took 

orders from him at the J. Walter Thompson agency... 


D. C. Marschner, mgr. of sales prom. and adv. for Shell Oil, won 
first prize for canned beans and second prize for canned carrots at the [| 
“Country Fair in the Clouds,” sponsored by the Shell Victory Garden J 
Club and held on the 65th floor of the RCA building, New York. . 
Marjorie Lamie, sec’y. to Buckingham Gunn of J. Walter Thompson's 
radio dept. in Chicago, has joined the Chicago company of “The 
Doughgirls,” and is understudy for the three feminine leads. . 

Cyril C. Thompson, vice-pres. in chg. of public relations, United Air 
Lines, has been awarded an honorary degree of Doctor of Laws by 
Parsons College, Fairfield, Ia., for his contribution to the development 
of air transportation. . . N. H. Terwilliger, sls. prom. mgr. of Zenith 


Radio Corp., has 
FARMERS COMPARE CROPS 


been appointed : 
member of the ad- 
visory board, pay- 
roll savings di- 
vision, war finance 
committee of Illin- 
nois. . . 
NBC-New York- 
ers Charles Brown, 


dir. of adv. and 
prom.; Joseph Ec- 
clesine, sls. prom 


mgr.; and Barry 
Rumple, sls. re- 

search dir., wer 

guests at the NBC 

Athletic Assoc 

tion’s annual out- ’ 
ing at Olym 
Fields Count 
club near Chic b 
a couple of we: 


Carroll Rheinstrom, left, executive vice-president of Mac- 
fadden Publications, compares the relative merits of his 


Berkshire farm's corn with that grown by Harold Wise, %89- Harry Kopi 

advertising director, on his Chesapeake shore farm. The V-p. and genl. m= t 
argument broke out at the Victory garden luncheon given of the central 

by Esther Kimmel, editor of True Story's homemaker vision, spoke at p 


department. the dinner folk 


— = —— ing the outdo 
festivities, with William Weddell, assist. sls. mgr., as m.c. . . r 
Sam Fuller, of Y&R’s radio directing staff, has departed for na 
training. Latest heard about Chas. Powers, former asst. radio direc 


of Y&R, is that he has been ill in the Navy hospital in Phila. . . Si2- ' 
tion WHIO, Dayton, recently aired an interview with James R. Yous. 

author of “Behind the Rising Sun,” and manager of the only Americ I 
newspaper in Japan until his internment in a Japanese prison ca , 
upon outbreak of hostilities. . . ' 


W. Stuart Landes, v.p. in charge of the plastics division, Celan: s‘ 
Corp. of America, was married to Mrs. Diane Truman Taylor in N 
York, followed by luncheon at Sherry’s. . . Betsey R. Stoddard, a s 
retary at WABC, New York, and David W. Leake, formerly in the pi 
licity dept. of Benton & Bowles but now a lieutenant in the Fi 
Artillery, U. S. Army, stationed at Fort Bragg, N. C., will become ! 
and Mrs... 

Bruce Barton, head of BBDO, will serve as chairman of the busin: = 
editors liaison division of the committee on public information of ' 
New York committee of the National War Fund. A few other cc 
mittee members will be E. M. Scholz, pres., World Wide Adv. ¢ 
James Werblow, pres. of the Ad Club of New York, and Theodore 
Nathan of Blackstone Advertising. . . 
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§ No. 9 of a series of exhibits from Esquire 
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© ESQUIME INC, 1945 


“ladies whose bright eyes illuminate that long long trail” 


* There's still a long long trail between the boys their minds and serve as shock-absorbers against tures of pretty girls as “escapism.”’ But that’s not 
now off to the wars and the land of their dreams, “the amguish of atrocious hours.’’ They want to the way we hear it, here at Esquire, from the boys 
back home. They’ve left behind bright streets and think @f girls and gaiety and good times, because themselves. The way they make us see it, it’s not an 
busy places, to squdge along through jungle mud, those dre the far-off things that typify what their escape; it’s a tonic. Like the puff of a cigarette, not 
to stumble over burning sands, or pitch and toss on presen} lives now lack. They want to be reminded of to make you forget pain, but to help you stand it. 
pointed seas. The only night life they can count on is all the| pretty, pleasant, soft and gentle aspects of * That's why we keep giving them more and more 
“the rumble of far battles in the night.’* Their only the lifq they’ve left behind them—perhaps because pictures of pretty girls, like Hurrell’s Hollywood 
rendezvous is that dismal one with Death, that they they ae now occupied with the world’s least pretty, color-photographs, as exhibited above. And maybe 
may or may not keep, but never know from one most unpleasant, hardest and toughest job. Civil- that in turn is one of the biggest reasons why 
night to the next. It’s no wonder then, that the ians njay not understand. They may think that Esquire’s much-thumbed copies are now reported, 
boys now out on that long and lonesome trail want soldier$ ought to think only military thoughts. They according to recent surveys, to be reaching 34.2% 
pleasant things to think of, and look at, to cushion may steer at the soldiers’ preoccupation with pic- of the members of our fighting forces regularly. 
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A FAVORED MAGAZINE OF FIGHTING MEN 
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py Advertising Age, September 20 j94 
Barnett Joins NCAC ‘Named Managing Editor | A dm en in th e manager of Station WBT, is now Lt. 


_v Hayward, communications officer in Industry Urged to 
Joseph M. Barnett has joined the Richard S. Dodson Jr., former the service command, following 
radio sales staff of the National | executive editor of This Week Mag- 


az 7 . 
i ini t “—* pa 
Concert and Artists Corporation,| azine, New York, has been named Armed Forces completion of training at OCS Ex nd Editorial 


: : - : Hayward’s immediate company 
New York. Mr. Barnett formerly | managing editor. Richard L. Field, 


. 7 a 
commander is 1st Lt. Eldon “Hap” Advertising Now 
served with Judson Radio Program| article editor, has assumed addi- Hazard, formerly of Radio Sales, 

Corporation, was manager of Sta-| tional duties as associate editor of| C@Pt. Roy E. Washburn, for many ’ 


: : : New York. Chicago, Sept. 16.— Large g¢,), 
tion WHP, Harrisburg, Pa., and for| the magazine’s Herald Tribune edi- coe 2 Pag nena emaeteresinnineninemastans “editorial advertising” as a prove 
a time was radio head of Joseph|tion. Both have been associated Erickson, has been promoted to Borden Buys Fla. Dairy force for the solution of postw, 
Katz Company, Baltimore wy, | the magazine since its start in major. Maj. Washburn is stationed The Borden Company hes pur- social and economic problem. wa, 


: : : ; 7 r upon American industry tp. 
| with the air service command, Pat-/| chased Poinsettia Dairy Products, urged up y bo. 
"ARE YOU SELLING THEM EFFECTIVELY? 


aa eeeerasna , ‘ -?|day by James L. Spencer, vice. 
: terson Field, Fairfield, O. Inc., Tampa, Fla. The new divi- ,; , at 
FE ee Heads West Coast Unit Mosher S. Hutchins, on leave of) sion, which will be called Borden’s — . — va ore 

on bow to reach the growing | James W. Sykes, for the past 15| absence as president of Hutchins) Poinsettia Dairy, and _ continue| peqerated Advertising Club. ag 

he } $7 Billion Negro Market. Consult— years with the advertising depart- | Advertising Company, Rochester,| under the management of its foun- Declaring that business mana 
1 OUT OF ° ment of the New York Herald Tri-|N. Y., has been promoted from cap-| der, W. J. Barritt, operates milk| nent has “raised its sights and i 
EVERY 10 DAVID J. SULLIVAN _bune, has joined Sawyer-Ferguson- | tain to major in the air forces. He| plants in Tampa, Clearwater, St. thinking in terms of world market 
AMERICANS Negro Market Organization | Walker, newspaper representative.|is on duty at Yale University, | Petersburg and Daytona Beach, and 


Marketing + Advertising « Research | Mr. Sykes will manage the com-| where he is in command of the| ice cream branches in these cities - cage Rega Soret: so geet 
PMMA 545 Fifth Avenue + New York,NY. | pany’s new Pacific Coast headquar- | headquarters training detachment. | and in Bradenton, Lakeland, Miami, Sem > “nnstene tts londersh yee. 
‘ters in San Francisco. Fred Hayward, former production ! Ocala and Orlando. reopening channels of world a. 
merce unless we have achieve 
here at home that harmony ap; 
understanding which will perm; 
our economic machine to work » 
maximum production.” 

“A war ravaged world needs an 
will need more of American prod. 
ucts and services,” he continued 
“Supplying those needs will tele. 
scope into a few years a pioneerin; 
process which normally would hay. 
required decades. . . After the wa 


: | * | we will face our biggest selling jo; 

A SHIP OF THE FUTURE glides across the ocean, and it will be twofold: we must s¢| 

~~ the new and greatly improved post. 

every movement completely controlled by the power _|war products and services — ani 
eas ° : ™ | With the new force in advertising 

and versatility of an Electronic Station far ashore !! we must sell the beste soundne 
* % }}and the basic integrity, both in 

Even the power that propels the ship may be trans Saleadh end tnterabtionsh Gunes. ¢ 

mitted to it through the air. the management that stands behin; 


those products.” 
Two Fundamentals Stressed 


Mr. Spencer said that “editoris 
| advertising,” designed to weld 
united public opinion, and whi 


Such a tradition-shattering development might 
seem an impractical dream... but the many star- 
tling innovations for which Electronics is already 


P c i s |makes advertising a “social min. 
responsible justify the expectation of apparently | istry,” is based on two sound funda. 
° . P mentals — inspiration and informe- 
impossible achievements. 


| tion. 

Mr. Spencer asserted that the 
| first big job ahead for advertising 
=| is to present convincingly the stor 
|of the “necessary teamwork behind 


|our economic machine work.” 

Zi | “When we present that story we 
, will be making clear the true valu 
of the managers and the risk-tak- 
|ers or investors who seem to be th 
| misunderstood team members 
the minds of many Americans,” he 
added. 

Mr. Spencer said that editori: 
| messages published in paid spac 
| by such companies as Eastern At 
| Lines, United States Rubber, Gen- 
|eral Motors, Chevrolet, Del Monte 
| and other companies brought re- 


| sponses of many thousands. 
| 


| Plaut Promoted 


| Shirley Plaut has been made ar 
director in charge of visuals for 
several branches of the New Yor! 
Times promotion department, suc- 
ceeding George Krikorian, now wit! 
\the OWI foreign service. 


CONSOLIDATED (22Z2// PAPERS >= 
AT UNCOATED PAPER PRICES Gee 


|—yes, it's good news about extra 
Over a long span of time America has led the make it practical for nearly every printing purpose. ; | ACTION in an ACTIVE market 
world in developing means and machines to do i epi speedily and economically, Consolidated lahore, Ser the aeud covered exont 
things faster, better and for less, and many of oate not only costs the user less but is manufactured Tl tebacce formers from the rich oot 
; : with a saving of man and machine hours. Of further of . 

our peace-time improvements have become of , , : me |cultural area surrounding the ity 
importance today is the fact that the use of Consolidated will he Cita: Make Eileeees 
Coated helps conserve paper and wood-pulp . . « both be ho cob fer C ASHI a 
In the field of printing and vital war materials. Rms | 

4 publishing one such develop- Relative high opacity and bulk make it possible... 


ment came in 1935, when when Consolidated Coated paper is used ... to ste ill re- 
FAMOUS BRANDs Consolidated Water Power and down basis weight alan without ssienndian = verge rong np ohn for 
pRODUCIION GLOss Paper Company introduced materially the printed appearance or thickness of a | their crops. a 
Coated and sold coated printing paper magazines or brochures, thus conserving paper with | 
\ODERN GLOs¢ at a price sufficiently low to minimum decrease in press runs. 
Coated 


PRODUCTION mmm | ae a - eee oe — 
\BMELAND CONSOLIDATED WATER POWER & PAPER COMPANY 


; JOURNAL and SENTIN + 
WISCONSIN RAPIDS.wisconsin °*" Modern Mills... All in Wisconsin =... attlite ements 


inestimable value during war years. 


| Hots of cash, too! In fact it. 2 


\—that's PLUS purchasing power '* 
a market that's steadily growinc 
|importance in North Carolina. 


Winston-Salem, North Carolina 
National Representatives: KELLY-SMITH C > 
| NBC—Radio Station WSJS—NBC 
— 


eee ee 


|American industry so that ouf 
| people will understand what makes 


a. 


3 
sen en 


|Winston-Salem, North Carolina fh 
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Three Fact Detective Magazines giving only true detective 


> 


*e 


stories taken from Police Records. The stories are written by 
law enforcement officers, police reporters and special investi- 


gators. All editorial material is carefully substantiated. 


é 


And now 


Nee Sa Pea 


a full size, government ordered, overseas edition of INSIDE 


DETECTIVE which started with the August issue. This issue 


does not carry advertising, but it will carry the name of DELL 


DETECTIVE around the world. 


ee Bey se 


What about the market reached by Dell Detective 
and other Fact Detective Magazines? 


By 


The Dell Detective Group audience is primarily TOMORROW their credit will be sounder than ever, 
composed of men readers, the majority of whom are not only because of their War Bond savings, but 


wage earners, the quantity purchasers of nationally because they are saving five out of every eight dol- 


: advertised products. lars of increased income and are rapidly paying off 

: 

*s TODAY these people are making more money than _ back debts and installments. 

, ever before .. . 73% of the national income. 
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Postwar Institutional Market 
to Spend 81/2 Billions 


An $8,500,000,000 market for 
mass feeding and mass housing 
equipment and supplies is revealed 
by the postwar planning survey just 
completed by Institutions among 
more than 50,000 managements in 
the institutional field. Over 92% 
of the hotels, hospitals, restaurants, 
schools, clubs and similar institu- 
tions making up this big consumer 
market are definitely scheduling 
extensive rehabilitation work or 
new construction, the nationwide 
study shows. 

It is estimated that from three 
to five years will be required to 
complete this program. However, 
so many owners and operators of 
institutions are already blueprinting 
their plans, the survey indicates, 
that most of the work not already 
in progress will begin the moment 
that the necessary materials can be 
made available to them. 

The tabulation of the postwar 
planning survey indicates that 39% 
of the nation’s more than 300,000 
institutions are scheduling some 
new construction; 24% plan exterior 
remodeling; 55% intend to remodel 
interiors; 49% will re-equip gen- 
eral operating facilities; and 44% 
are going to refurnish. 

The $8,500,000,000 which the 
work will require will be allocated 
to each department in the follow- 
ing manner: Kitchens (including 
food service supplies), 14%; bed- 
rooms, 10%; dining rooms, 6%; 
public rooms, 7%; plumbing, 10%; 
heating, 11%; air conditioning and 
refrigeration, 3%; laundry, 8%; 
building exteriors, 29%; other de- 
partments, 2%. 

Although 91% of all institutions 
are keeping their plans flexible so 
as to take advantage of new product 
developments, 7% of the field have 
work actually in progress, 36% are 
entirely ready to start when the 
material situation permits, 7% have 
plans in the blueprint stage, 12% 
state that their work is being ac- 
tively planned and 38% indicated 
that it is under discussion, the sur- 
vey shows. 

The market brought into focus by 
this survey is in addition to the 
normal budget of $6,400,000,000 ex- 
pended annually by institutions for 
operating equipment, maintenance 
supplies and food, according to the 
publication. 

* * x 

The welfare and future of adver- 
tising as an effective business force 
is given consideration in an article 
in the September issue of “Trum- 
bull Cheer,” house organ of The 
Trumbull Electric Mfg. Company, 
Plainville, Conn., which concludes 
as follows: 

“The salvation of America as a 
democracy such as we have known, 
depends on the successful operation 
of business as it enters the postwar 
period, and its ability, with the aid 
of labor, Congress, and sane think- 


ers in the administrative depart- | 
handle | 


ments of government to 
successfully the employment prob- 
lems—a stupendous challenge as 
great, or greater than that of con- 


version and production in the war | 


effort. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


“With this in mind, why cannot! 


all business institutions be scruti- 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*lndepengen| Survey of Providence Bulletio 


NEW HAVEN 


nizingly careful not to jeopardize 
the good will of public opinion by 
offensive, ridiculous statements in 
advertising?” 

a * 

Many basic data and trend sta- 
tistics of business and industrial 
operations of postwar significance 
are included in a loose leaf book, 
“What Will Business Be Like 
After the War?” compiled by J. 
George Frederick, president, Busi- 
ness Bourse, New York. Among 
the 22 chapters are: “List of the 


};new 135 postwar things to come” 


jand “The new industries which 

promise big things in postwar 

period.” The volume sells for $7.50. 
+ * * 


“Reconversion to Peacetime Pro- 
duction” and “Postwar Markets” 
are two of four subjects included in 
a néw issue of “Michigan Business 
Papers” published by University of 
Michigan. Full reports of discus- 
sions of the subjects at meetings 
held during the summer are in- 
cluded in the publication. 


Calvert Advances Resnik 


Tubie Resnik, who joined Calvert 
Distillers Corporation in 1939 as 
eastern division manager, becoming 
general sales manager in June, 1941, 
has been appointed a vice-president 
and director of the corporation. 


Becomes Advertiser 


For the first time in more than 
half a century, the maker of “MYER 
1890,” carbonated beverages has 
started advertising. The campaign 
will be confined to New York City 
where the beverages have complete 
distribution. The initial advertising 
includes a daily and Sunday radio 
program, the “Music of the Nine- 
ties” over Station WMCA at noon. 
Arthur Rosenberg Company handles 
the account. Samuel Rubenstein is 
account executive. 


Three Executives Resign 


B. T. Sweely, director of research, 
R. L. Foraker, director of engineer- 
ing and field service, and H. D. 
Chase, general sales manager and 
manager of the Armor-Vit divi- 
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sion, have resigned from Chicago 
Vitreous Enamel Product Comp iny, 


First Choice 

of management men 
for business news in the 
nation’s greatest industrial 
area... the Central West 
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copies a month. 


The largest mass market of men. 


The lowest cost per page per 1,000 readers. 


DO ADVERTISERS GET WHEN THEY ADVERTISE 
IN FACT DETECTIVE MAGAZINES? 


The largest percentage of wage earner coverage. 


Readers with more discretionary spending power. 


DO ADVERTISERS GET WHEN THEY ADVERTISE 


IN DELL DETECTIVE GROUP? 


3. Over 1,000,000 monthly circulation. 


i e The largest circulation in the Fact Detective Field. 


2. Men readers primarily in the wage earner market. 


A bonus of 381,000 copies over the circulation guarantee of 750,000 


5. Lowest cost per page per 1,000 of any general or popular magazine. 


6. Black and white page rate of $1,300. 


High readership among service men . . . 80,000 every month includ- 
ing deliveries on board ship. 


A magazine that will go around the world with service men and, 
after the war, should continue to be their favorite reading. 
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To Garfield & Guild 


Miss Mickey Mulligan has joined 
Garfield & Guild, San Francisco. 


_ 


‘2 a Show 


for a brand-new, open-end 
detective mystery serial. 


PROGRAM WORRIES DISSOLVE 
when you buy AIRPAK'S 


“QUIET, PLEASE!" 
a top show for a bottom pricel 
Carl Euloah Riblet, Jr. 


| Room 532 at 53 West Jackson Blvd. 
Chicago—Phone STATE 2275 


Uses Network Show 

To give proper recognition to the 
second donation of $100,000 by its 
employes for purchase of a bomber 
for the Army air forces, the New 
York Central Railroad made its first 
use of network radio to broadcast 
the ceremonies from LaGuardia 
Airport over the Blue Network, 
Sunday, Sept. 12, from 5:30 to 6 
p.m., EWT. Geyer, Cornell & New- 
ell is the agency. 


Reiwitch Adds Duties 


Al Reiwitch, account executive of 
Weiss & Geller, Chicago, has been 
named radio director of the agency. 
He will be assisted in time buy- 
ing by Helena Clayton, media direc- 
tor, and will continue his account 
executive’s duties. 


New Four-Color 
Campaign for 
Valliant Wines 


| featuring Valliant ruby port. News- 
|/papers on the list include Boston 
Globe, Boston Herald - Traveler, 
| Providence Journal, Syracuse Post- 
| Standard, Buffalo Courier-Express 


New York News, the Times, an 

l\the Herald Tribune, Washington 

New York, Sept. 14.—Another| Star, and Baltimore Sun. In addi- 
determined effort to wean thej|tion, St. Paul Pioneer-Press, St. 


American drinker of alcoholic bev- | Louis Post-Dispatch and Milwaukee 
erages from his whisky bottle will | Journal are expected to get part of 
be launched this month by W. A. | the schedule. 

Taylor & Co., when for the first! There will be five insertions in 
time in its history it will launch a/| each paper appearing between Sept. 
large-space, four-color advertising | 26 and the first of the year. 
campaign aimed at consumers to “This campaign,” says L. Bonna- 
promote sales of its Valliant Cali-|foux, vice-president in charge of 


fornia wines. 

The first advertisement of 1,000 
lines will appear Sept. 26 in the 
Sunday magazine sections of ten 
big city newspapers in the New 
| England and middle Atlantic states 


|sales for W. A. Taylor & Co., “rep- 
|resents the first step in a compre- 
|hensive program to acquaint the 
|American public with the choice 
|quality of Valliant wines and to 
jassist retail stores and restaurants 


1 OG MT 


OF DELL DETECTIVE GROUP 


J. WAGE EARNER MARKET 


In this highly accelerated age of industry, it is our men and women 
workers who generate the power of the nation as a whole. This pow- 
erful group.of wage earners now makes 73% of the total national 
income. They are the mass purchasers of advertised products, and 
because of savings today, will continue to be the bulk purchasers 


of tomorrow. These important people should receive the greatest 
attention from advertisers. 


ARMED FORCES MARKET 


80,000 members of the Armed Forces here in America are buying 
Dell Detective Group magazines every month. The secondary or 
pass on readership among the Armed Forces is very high. With serv- 
ice men living together as they do, and with the need and desire for 
relaxation, a readership of four men to each Dell Detective Magazine 
is a fair minimum estimate. These people will continue to read these 
magazines when they return to civilian life because they will re- 
member the magazines that gave them many hours of reading en- 
joyment and entertainment while in the services. 


3. 


SPECIAL OVERSEAS EDITION 


Starting with the August issue, a special OVERSEAS EDITION 
of Inside Detective was bought for service men by the government. 
This means that Inside Detective will carry the Dell Detective name 
around the world. 
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VALLIANT CAMPAIGN 
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W. A. Taylor & Co. is launching a cam- 

paign for Valliant California wines, using 

large-space four-color copy in Sunday 

magazine sections of 10 newspapers in 

the New England end middle Atlantic 

states. Charles W. Hoyt Co., New York, 
is the agency. 


in building a permanently profit- 
able business on them.” 

W. A. Taylor & Co. first added 
Valliant wines to its line about 
two years ago. Recently Valliant 
& Sons Vineyards Inc. was pur- 
chased by W. A. Taylor & Co. 

First advertisement in the new 
campaign recommends’ Valliant 
ruby port as a means of meeting 
the challenge of food rationing. 
The headline says, “Give Rationed Sia 
Meals a Happy Ending With This — 
Brilliant Ruby Port.” Colorful leaf- 
lets, store cards and menu stickers 
prepared around the same idea will 
be furnished to stores and restau- 
rants. 

The account is handled _ by 
Charles W. Hoyt Company, New 
York, with Edward Hoyt as the 
account executive. 


U. S. Radiator Launches 
Informative Bulletins 


United States Radiator Company 
has launched an advertising pro- 
gram in the form of “U. S. Bul- 
letins,” to appear monthly in a list 
of business publications in the 
building field. Believing that heavy 
buying in many fields will delay 
introduction of radically new prod- 
ucts immediately after the war, 
U. S. Radiator designed the cam- 
paign to keep the building, heating 
and plumbing industries informed 
on available equipment and new 
designs and construction develop- 
ments as they appear. 

Brooke, Smith, French & Dor- 
rance, Detroit, is the agency. 


Journal’ Aids USO 


The Milwaukee Journal has made 
available to the USO, rent free, the 
building in which the Journal was 
published prior to 1924. It will 
house a canteen, offices and rest 
rooms. 


Carter Rejoins JWT 


John Archer Carter has rejoined 
J. Walter Thompson Company, New 
York. 


. The 
BIGGEST 
» BUYERS 


of most products are 


FAMILIES 


WITH CHILDREN 


Sweeten your 
advertising list with 


PARENTS’ 
MAGAZINE 


2 million selective 
circulation at 
mass rates 
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Action Is Urged 
fo Guard Retail 
Trade Channels 


Garniss Stresses 

Postwar Program 

to Halt Diversion 

New York, Sept. 15.— How the 
manufacturer vitiates much of the 


effectiveness of his extensive ad- 
vertising when he allows his mer- 


chandise to be diverted into outlets 


which compete unfairly with his 
established dealers is strikingly 
pointed out by Arthur L. Garniss, 
executive vice-president of the New 
York Council on Retail Trade Di- 
version, in his recent analysis 
“Trade Diversion, A Billion Dolla: 
Postwar Distribution Problem.” 

Studying the problem which lies 
before the established retail deale: 
and relative industries, Mr. Garnis: 
emphasizes the importance of in- 
telligent postwar planning to con- 
fine the distribution of manufac- 
tured consumer goods within legiti- 
mate trade channels. 

Mr. Garniss estimates that the 
nation’s legitimate retail business 
suffers a loss of $2,000,000,000 a 
year through practices unfair to the 
established retailer, deceptive to the 
consumer and arising from careless 
or loosely enforced selling policies 
as well as from the highly-de- 
veloped techniques of willful di- 
verters. 


Urges Sound Principles 


Presenting a means by which 
the advertising industry can pro- 
tect the retailer, he declares that 
this is the time to develop sound 
retail principles for the introduc- 
tion of new products as well as the 
reestablishment of old trade names. 
Promotion display and explanation 
at the point of sale would serve to 
‘strengthen the retailer’s position 
against sub-rosa infringements, Mr. 
Garniss contends. 

Included in Mr. Garniss’s list of 
the destructive forms of distribution 
are the cases of manufacturers or 
wholesalers who knowingly misuse 
their legitimate function to com- 
pete in consumer sales with retail 
stores; the manufacturer who sells 
his products to another employer 
for resale to that employer’s work- 
ers; a manufacturer or other em- 
ployer who sells to his employes 
products other than his own (ex- 
cept safety devices); or one who 
subsidizes, directly or indirectly, re- 
tail facilities conducted on _ his 
premises by his employes. 


Sales Soon Expand 


In illustrating the process of di- 
version, Mr. Garniss says: ““Much of 
this type of sale is for merchandise 
tIntended for use in the conduct of 
the business of the manufacturer 


turer for 
restaurant. 


use ostensibly 
Soon the 


ployes are buying tires and tubes. 
The relatives and friends of these 


been stripped of the sales.” 


repercussions 


Practices which result 
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insurance 


the tire manufacturer buys food| banks, 
products from the food manufac- 


companies 


railroads which are largely de- 


in his} pendent upon the distributive trades 
tire com-j|for their progress and do not seem- 
pany’s employes are buying coffee, 
mayonnaise, and other food prod- 


ingly realize the loss to their own 
business involved in such flow of 


real property taxes and also to fed- 


and|back to established retail distribu-| that such loss of volume can d. t 
tion, would mean increased occu-|an industry cannot be meas) -eq 
pancy. This loss carries through to|alone by the actual paper figure 


eral, state and local government 
taxes, by reasen of the customary 


ucts and the food company’s em-| trade. 


avoidance of tax payments incident 
to this type of sales. 


Advertising Suiiers In summing up the practical post- 


employes generally share in making ‘ I 
the practice more widespread and!a substantial loss, since practically 
thus more harmful to the retailers |no advertising is associated with di- 
of these manufacturers who hav 


“I can get it for you wholesale, 
the phrase with an innocuous and 
neighborly sound, has undermining | through the retailer, would employ 
far beyond those 
which meet the casual eye, he says. 
in direct| ploye for each $7,000 in sales vol- 
trade diversion to the tune of a bil- 
lion dollars or more also affect, in- 
directly, large employers such as!more of dollar 


The advertising industry suffers 


e| version practices. The net loss to 
employment is tremendous, since ‘t 
”*lis estimated that a billion-dollar 
volume of business, channeled 


143,000 people (on the basis of re- 
tail estimates that it takes one em- 


ume). Similarly there is a loss to 
real estate, since this billion or 
volume, brought 


war challenge to industry, Mr. Gar- 
niss says: 

“Only the most reckless postwar 
planners overlook the basic fact 
that our postwar prosperity depends 
on the success of our vast distribu- 
tive system and on the prosperity of 
the individual communities that 
make the nation . . . while the bil- 
lion-dollar annual diversion is im- 
portant in itself, sound thinkers 
among manufacturers, bankers, 
publishers, insurance and real estate 


men will recognize that the damage 


is a competitof with 
_ better advertising” — 


\p 


} "No Burton Browne ¢lie at 


DELL DETECTIVE GROUP 


wage earner concentration of 
selected magazines and groups and 
cost per page per thousand wage earners 


who buys it. However, if it is a 
consumer item it soon finds its way 
into the hands of the manufactur- 
er’s employes and even their rela- 
tives and friends. 
ample of how it works: 

“A tire manufacturer sells his 
tires to a food manufacturer for use 
on the latter’s fleet of delivery 
trucks and salesmen’s cars. 


Here is an ex-| 


In turn | 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Buying Influence in 13,000 in- 
dustrial pldnis. Address: 2462 Fair- 
mount Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


Cost per Page 
%o Number of per 1,000 
Wage Earners Wage Earners Wage Earners 
DELL DETECTIVE GROUP 55.9 632,766 $2.05 
(3 Magazines) 
GROUP B 47.2 283,200 3.18 
(2 Magazines) 
GROUP C 43.1 183,993 3.26 
(2 Magazines) 
GROUP D 54.9 287,888 2.26 
(2 Magazines) 
LIFE 21.1 803,223 11.45 
COLLIER'S 24.4 684,447 10.23 
SATURDAY EVENING POST 20.6 704,332 12.07 
TIME 12.0 133,857 22.41 
LIBERTY 30.6 373,646 5.62 
AMERICAN LEGION 22.2 248,756 7.23 
| OUR ARMY ms a Re 
OUR NAVY - _ _ 
| U.S. COAST GUARD ~ _ _ 


The Fact Detective Field delivers wage earner readers at almost half the cost 


of these major magazines. 


No other media reaches this market as efficiently as the Fact Detective Field, 
and no other group in the Fact Detective Field reaches it as efficiently as the 


Dell Detective Group. 


AVERAGE FOR FACT DETECTIVE FIELD 


, 4 Number of Cost ae 
Wage Earners Wage Earners Wane E, an 
51.7 1,387,847 $2.49 
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Effi 
of failures, improvements of prop- | 
erties, increases in wage rates and 


No tricks, 
premiums 
_, all “cash-readers” 


Choose the 


Leader “ee 


sible by the diversion of this tre- 
mendous volume of business.” 

Several thousand copies of the 
monograph are being distributed 
without cost by the New York 
Council on Retail Trade Diversion 
to chambers of commerce in large 
trading areas. Heaviest distribution 
will fall in New York State, with 
copies being sent to the principal 
manufacturers of durable goods and 
members of the National Associa- 
tion of Manufacturers. Copies may 
be obtained from the council by re- 
quest. 


Names MacLaren Agency} 
H. J. Heinz Company of Canada| 


Ltd., Toronto, has appointed Mac- 


Laren Advertising Company to 
handle its advertising, effective 
Oct. 1. 


iencies in operation, prevention! many other gains are made impos- | 


2*Liberty 


| 


SEPTEMBER CANADIAN MAGAZINE LINAGE 


7 1948 —, 

Pages Lines 

*Canadian Home Journal............. 42.7 9,027 
ti*Canadian Homes & Gardens ° 

oo Ee rrr se 40.8 740 


*Maclean's. 67.7 19,267 
*Mayfair .. 50.7 34.059 
*National Ho ime 
*New World 


Monthly 30.3 


Total Group ..... T pot eed neat 271.8 176.952 
Display, including Poultry 
2Canadian Countryman..... Kane 

*Country Guide . . 
2*Family Herald & y Star 


Week! 


suslern rdtion .... —t 20.7 20,946 
Western Edition ... 19 19,650 
“Farm & Ranch Review 10 7,714 
“Farmer's Advocate & Home Magazine 32.5 15,730 
Farmer's Magazine F ace 28.7 20,062 
**Free Press Prairie Farmet 23.1 6,031 
2*Western Producer Sa 13.6 943 


Total Group .. 


+Figures not included in total 


*Figures furnished by publisher 2Aucust fieures 


206.6 


17.0 


ISeptember-October figures combined for 1943 
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_| Third Issue of 
; Victory’ Carries 
+e "| Advertising 


005 New York, Sept. 15. — Victory, 
2,037| the plush publication of the Over- 
seas Division of the Office of War 
Information, designed to present 
the best aspects of the U. S. war 
effort and the American way of 
life, in spite of its Congressional 
critics has come up with a third 
issue, this one carrying ten pages 
of advertising. 
Running 84 pages, the magazine 
oi ie) is heavy with four-color illustra- 
tions. Distributed in neutral and 
134,350 | friendly nations to “give a true pic- 
'ture of American war and postwar 
| plans and to counteract false Axis 
propaganda,” Victory is prepared 


12 
15 "966 | 
1 


discretionary buying power of Dell Detective 
Group Readers ? 


ACTUAL INCOME* 


EXECUTIVE SALARY 


1935-36 
| 1943 | 


UP 15%> 


LABOR WAGE 


1935-36 
1943 


UP 49%—> 
$2600. 


DISCRETIONARY SPENDING POWER* 


EXECUTIVE 


1935-36 
1943 


$948. | <DOWN 31% 


LABOR 


1935-36 
1943 


UP 92% —> 


$968. 


* Printers’ Ink, Aj 


The Wage Earner Group now has more actual spendable income than 


wil 16, 1943, 


the Executive Group. 


Advertisers who are still judging markets by figures other than those of 


today would be wise to revise their schedules so that their advertising 


reaches the people with the greatest amount of discretionary buying power. 


by the Overseas Division of the 
OWI but published under an ar- 
rangement with Crowell - Collier 
| Publishing Company. 

| For the first time the magazine, 
' which sells for 10 cents, U. S. cur- 
rency, has been opened to adver- 


\tisers, and carries 10 full-page 
jadvertisements of American war 
|materials manufacturers. No gen- 


|eral product advertising is accepted. 
Victory is published in seven lan- 
guages—English, French, Spanish, 
Portuguese, Arabic, Italian and 
| Afrikaans—and the total edition 
|runs to 535,000 copies. 

| Present plans call for the sale of 
| Victory on the newsstands of many 
‘countries throughout the world 
through arrangements with maga- 
zine distributors in all parts of 
| Africa, the Near East, India, Aus- 
tralia, New Zealand, and accessible 
countries in Europe. There is no 
distribution in the United States, 
| Canada, Central and South America. 
Response has been so enthusiastic 
that many orders can only partially 
be filled, its sponsors say. Since 
| Victory is edited for the inhabitants 
lof the various countries in which 
|it is distributed, and since nearly 
| three-quarters of the entire run is 
‘in foreign languages, there is no 
|sale through Army post exchanges 
or Navy ship service stores. 

| Advertisers in the issue include 
| United States Steel Export Com- 
| pany, Willys-Overland Motors, Inc., 
| Lockheed Aircraft Corporation, 
| RCA Victor Division of Radio Cor- 
| poration of America, Goodyear Tire 
|& Rubber Company, Underwood 
Elliott Fisher Company, North 
|American Aviation, Firestone Tire 
|& Rubber Company, Bendix Avia- 
‘tion Corporation, Philco Corpora- 
| tion. 

The Crowell-Collier Publishing 
Company has taken over publica- 
| tion of Victory for the government 
|}on a non-profit basis. All revenue 
is applied to the cost of printing. 
Present plans call for its publica- 
| tion every two months. 


Two Sign on on WOXR 

| Crawford Clothes has contracted 
| with WQXR, New York, as sponsor 
|}of Dr. Frank Kingdon, to be heard 
| three nights weekly, in addition to 
Crawford’s 29 other weekly news- 
| casts, effective Sept. 13. For My-T- 
Fine desserts, Penick & Ford has 
| returned to the station as sponsor of 
|a five-minute news broadcast to be 
|heard six times weekly, Mondays 
through Saturdays. Al Paul Lefton 
| Company is the agency for Craw- 
|'ford Clothes. Batten, Barton, Dur- 
|stine & Osborn handles the Penick 
& Ford account. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands dally— 
copy read by many, and 
passed on from shift to shift— 
each copy working 24 hours daily 


each 


to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 


* *& THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Awards Announced 
in Business Paper 
Editors’ Contest 


Chicago, Sept. 14.—Sixteen busi- 
mess paper editors were honored 
last night when Industrial Market- 
ing announced the winners in its 
sixth annual competition for edi- 
torial achievement. Four of the 
editors received their awards at a 
meeting here of the Chicago Indus- 
trial Advertisers Association from 
Ralph O. McGraw, editor, Industrial 
Marketing, while the other presen- 
tations were made in New York, at 
a meeting of the Industrial Adver- 
tising Association of New York, by 
G. D. Crain Jr., publisher, Indus- 
trial Marketing. 

For the best series of articles 
published during the 12 months 
ended July 31, the first award went 
to Domestic Engineering, O. T. 
Carson, editor, for a _ series of 
articles promoting fuel conservation. 
Awards of merit were won by Pur- 
chasing, Stuart F. Heinritz, editor. 
for a series of articles on “Red Tape 
Must Go;” and to Steel, E. C. 
Kreutzberg, editor, for a series of 
articles on “Development and Suc- 
cessful Application of NE Alloy 
Steels,” by various authors. 

First award for the best single 
article went to Factory Management 
and Maintenance, L. C. Morrow, 
editor, for an article, “The Manning 
Table Plan.” Awards of merit were 
received by Aviation, Leslie E. Ne- 
ville, editor, for an article, “Design 
Analysis of the Bell Airacobra,” by 
Eugene Miller, managing editor; 
and to Inland Printer, J. L. Frazier, 
editor, for an article on “Manpower 
~ Printers’ Most Pressing Prob- 
em.” 


“Mill and Factory” Wins 


For the best single issue of spe- 
cial purpose, Mill and Factory, Carl 
C. Harrington, editor, received the 
first award for its “Know-How 
Handbook” issue of November, 1942. 
Awards of merit in this division 
went to Architectural Forum, 
George Nelson and Henry Wright, 
editors, for its September, 1942, 
issue on “New House in 1944;” and 
to Aviation, Leslie E. Neville, edi- 
tor, for its February, 1943, “Annual 
Yearbook and Directory Number.” 

Engineering News-Record, Waldo 
G. Bowman, editor, received first 
award in the classification for the 
best illustrative technique for the 
photographic illustration of a series 
of articles on “The Alcan Highway 
—America’s Glory Road.” Awards 
of merit went to Architectural Rec- 
ord, Kenneth W. Stowell, editor, for 
illustration of an article, “Archi- 
tecture of Brazil;” and to Metals 
and Alloys, Fred P. Peters, editor, 
for general illustrative treatment 
of successive issues and special 
sections. 

First award for the best published 
research initiated by a business 
paper was won by Mill Supplies, 
John J. Welch, editor, for the report 
of his trip to England to study the 
effect of the war on the industrial 
distributors of that country, and 
which was published in the May. 
1943, issue as “Britain’s Distribu- 
tors.” Awaras of merit were given 
to Iron & Steel Engineer, Brent 
Wiley, editor, for “Specifications for 
Electric Overhead Cranes:” and to 
Metals and Alloys, Fred P. Peters, 
editor, for an article on “Prevent- 
ing and Extinguishing Magnesium 
Fires,” by Harold A. Knight, asso- | 
ciate editor. 

American Druggist, John W. Mc- 


“It’s serious, Joe. He just heard 
WFDF Flint Michigan explaining 


the new income tax.” 


Pherrin, editor, received the first 
award in the division for the great- 
est improvement in format and 
general appearance of a business 
paper. Awards of merit in this 
section went to Aviation, Leslie E. 
Neville, editor; and to Industry and 
Power, H. E. Hollensbe, editor. A 
special award in this division was 
given to New Pencil Points, Ken- 
neth Reid, editor, for refinement 
of a publication of outstanding 
typographical excellence. 

The competition was established 
by Industrial Marketing in 1938 for 
the purpose of giving recognition 
to the outstanding work of busi- 
ness paper editors in keeping busi- 
ness and industry informed on the 
latest and most effective practices 


tion, including six classifications, 
290 entries were made by 112 
editors. 

The jury of awards which picked 
the winners included Leslie P. 
Moyer, advertising manager, Lamp 
Division, General Electric Company, 
chairman; Chester W. Ruth, director 
of advertising, Republic Steel Cor- 
poration; H. E. Van Petten, adver- 
tising manager, Industrial Products 
Division, The B. F. Goodrich Com- 
pany; Allen Billingsley, president, 
Fuller & Smith & Ross, Inc., and 
president, American Association of 
Advertising Agencies; Harold S. 
Downing, Walker & Downing, Pitts- 
burgh; W. S. Leech, vice-president, 
G. M. Basford Company, Cleveland; 
and George G. Adomeit, president 


Cosmetic Drive 
Opens This Month 


for Produits Nina 


New York, Sept. 15. — Produits 
Nina, Inc., maker of beauty prepa- 
rations, will launch a new cam- 
paign for Nina cosmetics in the 
October and November issues of 
Harper’s Bazaar and Vogue. Half- 
page advertisements will run in the 
two magazines while newspapers 
will be used throughout the coun- 
try in conjunction with advertise- 
ments by local retail stores. 

In addition, window displays, in- 
terior displays and bill enclosures 
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handmade 
through to 1944. 

Produits Nina, formerly of P ris, 
carries a full line of cosmetics m ade 
entirely by hand, including a f yig 
for liquid stockings which pro /eq 
popular this year. 

Willard B. Colovin was naine 
recently to handle the account 


kind,” 


will continue 


C. F. English Retires 


Chauncey F. English, who as 
completed 49 years’ service as hew 
England manager of Hardware «ge, 
will retire Oct. 1. 
ceeded by O. B. Bergersen, who has 
been with the publication for more 
than 25 years, for the past severa] 
as representative 


He will be suc. 


in the wester 
for their guidance and efficient} and designer, The Caxton Company, | will be furnished local dealers. The | territory, with headquarters in ( hi 
operation. In this year’s competi- | Cleveland. campaign, featuring “Quality, the | cago. 
Does Dell Detective Group 
pees. Compare with Other Fact Detective Groups? 
' ; Cost per Page 
‘. Magazine Group Circulation* Page Rates per 1,000 
i ‘ DELL DETECTIVE GROUP | 1,131,960 $1,300.00 $1.15 
x bis (3 Magazines) ‘. — po (trem, eae & a ae 
“ GROUP B 600,000* * * 900.00 1.50 
(2 Magazines) eee See Ug L i Le 
: GROUP C 426,899 600.00 1.40 
; (2 Magazines) , eo et ‘= 7 
: " GROUP D 524,387*** 650.00 1.24 
3 ~ (2 Magazines) 


How Does Dell Detective Group 
: Compare with General and Weekly Magazines? 


Cost per Page 
Magazine Group Circulation* Page Rotes per 1,000 
‘ : LIFE 3,806,743 $9,200.00 $2.42 
COLLIER’S 2,805,111 7,000.00 2.50 
; SATURDAY EVENING POST 3,419,041 8,500.00 209 OCS 
4 TIME 1,115,474 ig 3,000.00 2.69 
3 LIBERTY 1,221,067** 2,100.00 1.72 
“ AMERICAN LEGION 1,120,524** 1,800.00 1.61 
OUR ARMY 46,898** 325.00 6.93 
! OUR NAVY 104,885 432.00 4.12 | 
i : U.S. COAST GUARD 30,000*** 150.00 5.00 | 
: ¢ DELL DETECTIVE GROUP 1,131,960 1,300.00 } 1.15 | 


DELL DETECTIVE GROUP 


HAS THE LOWEST COST PER PAGE PER THOUSAND OF ALL THESE MAGAZINES 


*A.B.C., March 31, 1943 
**A B.C., December 31, 1942 
***Publishers Estimate 
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stations all over the world will be| tional outlets. They are Bob Hope,|p. m., EWT, with a rebroadcast at 
100, 000 Paid b able to hear the games, which will} for Pepsodent, through Foote, Cone! 10:30 p. m. 
be shortwaved through facilities of | % Belding; National Barn Dance, | 
Mutual. for Miles Laboratories, through Returns to CBS 


’ The 1943 World Series will open} wade Advertising; Hour of Charm B 6 as ae 
; . ‘es , » ’ owey’s, Inc., for its Dari-Rich 
Gillette to Air Tuesday, — 5, oo Engg an for General Electric, and Cavalcade | products, has renewed “Stars over 


: America, through BBDO; Beat cee ” ; 
three games will be played. In| the Band for Brown & Williamson, | Holywood” on 48 CBS outlets, 


' cooperation with the Office of De- ae . “ah. | effective Sept. 25. The sponsor 
i World Series feupe Transportation, this year’s mone all garg gy ea made its debut on the network in 
series will be a one-trip affair, and|¢,. w. A. Sheaffer Pen Company, June, 1939, and began its current 
New York, Sept. 15.—For the| the remaining games will be played| t,+ough Russel M. Seeds; Dr. I. Q. program, now in its third year on 
gftn consecutive year the World| in St. Louis, regardless of the num-|¢4, Vitamins Plus, through Grant| Columbia, in May, 1941. Sorensen 


Series baseball games will be|ber necessary to decide the issue. Advertising. & Co., Chicago, is the agency. 

bri .dcast exclusively over the Mu-|Game time will be 1:30 p. m. in 

tual network under sponsorship of |New York and 2:30 p. m. in St. ‘Blondie’ Renewed Adds 7 CBS Stations 

*Ile fet Razor Company, | Louis. be : : 
- ey, $100, 000 ‘i the por he Maxon, Inc., is the agency. R. J. Reynolds Tobacco Company . tie ee ee 
oh sts. This sum will be tossed into 8 NBC Shows Renewed has renewed “Blondie” on the full} Rubicam, Nas a 


] tiv > se s and Allen” 

1 in which the Ameri- CBS network, effective Sept. 27, outlets to its “Burns an 

. — Trot will be the chief Eight of NBC’s programs have| through William Esty & Co. Aired network, bringing the total number 
— eficiary. been renewed for 52 weeks each,|on CBS since July, 1939, “Blondie” | of stations carrying the program to 
: \merican servicemen at battle| with some sponsors adding addi-|is heard Mondays from 7:30 to 8|124. The program is heard Tues- 


PIE sence, cons roth s eree tori ress pevennh donk siennessanenaibingnnst | 1,131,960 
FIRST in circulation gain | ic 18% 
FIRST in advertising linage 42,037 
FIRST in wage earner men coverage .. | | .... 632,766 


FIRST in the Fact Detective Field to have an OVERSEAS EDITION 


y , I. Lowest cost per page per 1,000 wage earners. 
f’ es Circulation bonus of 381,000 copies over the monthly guarantee 


of 750,000. 


/Metarie 


- DELL PUBLISHING doapesi. 7 
149 Madison Avenue, New York 16, No ‘ 
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days from 9 to 9:30 p. m., EWT, in 
behalf of Swan soap. 


Armstrong Cork Renews 


Effective Oct. 2, Armstrong Cork 
Company has renewed its “Arm- 
strong Theater of Today” for an- 
other season over the full CBS 
network. The program is heard 
Saturdays from 12 noon to 12:30 
p. m., EWT. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Howe Back on CBS 


Lewis Howe Company, maker of 
Tums, has renewed its time on CBS, 
which was filled by the “Crumit 
and Sanderson” quiz program heard 
Saturdays from 8 to 8:30 p. m., 
EWT, over 53 outlets. With the 
|sudden death of Frank Crumit, the 
client is undecided on the replace- 
ment show, which will fill the cur- 
rent Tums Saturday night spot 
until Oct. 9, when it will move to 
a new air time, 10:15 to 10:45 p. m., 
EWT, now occupied by “Blue Rib- 
bon Time” for Pabst Sales Com- 
pany. This program will switch to 
Saturdays at 8 p. m. Roche, Wil- 
liams and Cunnyngham handles the 
Lewis Howe account. 


Adds 37 Stations 


Effective Dec. 27, Mail Pouch To- 
bacco Company will add 37 stations, 
making a total of 101 Blue affiliates, 
to the lineup of stations for “Coun- 
terspy.” The program has been 
renewed effective Sept. 27. Walker 
& Downing, Pittsburgh, handles the 
account. 


GF Renews 4 CBS Shows 


General Foods Corporation has 
renewed four of its programs, all 
heard on the entire CBS network, 
“Kate Smith,” “Young Dr. Malone,” 
“Joyce Jordan, M. D.,” and “Kate 
Smith Speaks.” 

The “Kate Smith” program re- 
cently added a half hour to its 
schedule and will resume its origi- 
nal format as a full-hour variety 
program on Oct. 1. The show will 
be heard thereafter every Friday at 
8 p. m., EWT. 

“Young Dr. Malone,” first intro- 
duced by GF on CBS in April, 1940, 
has been renewed for its fourth 
year, effective Oct. 4. The program 
is heard Mondays through Fridays 
from 2 to 2:15 p. m., EWT. 

“Joyce Jordan, M. D.,” which 
made its debut in July, 1939, has 
been renewed effective Sept. 27. 
The program is heard Mondays 
through Fridays from 2:15 to 2:30 
p. m., EWT. 

“Kate Smith Speaks” is heard 
Mondays through Fridays from 12 
noon to 12:15 p. m., EWT. Young 
& Rubicam is the agency for all but 
the “Young Dr. Malone” program, 
which is handled by Benton & 
Bowles. 


KYW Ads Hit Front Pages 


In order to promote the complete 
news coverage of the KYW news- 
room following the invasion of 
Italy, front page advertising readers 
were inserted in Philadelphia’s two 
morning newspapers, the Inquirer 
and the Record, said to be the first 
time both newspapers have per- 
mitted front page advertising other 
than house advertisements and rou- 
tine classified advertisements. The 
KYW “readers,” three in each 
newspaper, called attention to 
newscasts during the day on the 
Westinghouse station. 


Bureau Adds Three 


The Rocky Mountain News, Den- 
ver, Citizen, Laconia, N. H., and the 
Tampa Times have become mem- 
bers of the Bureau of Advertising, 
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Sept. Magazines 
Register Linage 


Gain of 44.3% 


New York, Sept. 15.—All classi- 


fications of national 


scored substantial linage gains this 
month over the same month a year 


To Reach Farm People, Reach the 


2973 


MEN and WOMEN 
FIELD LEADERS 


|}ago, according to an ADVERTISING | 


AGE tabulation based on 
furnished by Publishers’ 
tion Bureau. 

Biggest gain was recorded by the 
standard group with an increase of | 
118.6%, followed by linage gains of 
51.9% for the general group, 52.8% 
|for the outdoor group, 47.7% for 
|the women’s group, 44.2% for the 
juvenile group, and 37% for August 
| weeklies. 

The entire group of September 
monthlies and August weeklies 
|earried a total of 3,038,745 lines 
compared with 2,105,547 lines for 
the same period last year, a gain of 
933,298 lines, or 44.3%. 

Farm publications in all cate- 
gories registered linage gains dur- 
ing August and September over the 
comparable periods last year. 

Gains were recorded as follows: 
September monthlies, 37.2%; Aug- 
ust monthlies, 3.1%; August semi- 
monthlies, 49.6%; August bi-week- 
lies, 26.5%; August weeklies, 30%; 
and August dailies, 22.3%. 

Total linage carried by all groups 
| was 1,084,455 lines against 805,747 
| lines for the like period last year, 
|a gain of 878,708 lines, or 34.6%. 


figures 


The NBC Music Library 


(more than 100 tons of tunes) 


—the largest working collec- 


tion in the world—is at the 


disposal of every local and 


spot WMAQ advertiser. 


This and all the other vast 


resources 


of NBC stand be- 


hind the production and 


broadcasting of your cam- 


paign when 


it is placed on 


Informa- | 


Advertising Age, September 20, 
SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


|), 


r7——1943——-, -——1942 


— 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL Radio Mirror (Mac)........ 32.6 13,999 27.4 11,765 
*Ace Fiction Group. 7.6 1,710 9.9 2,212| Romantic Story (F).... 38.0 16,324 23.1 0G 
Actual Detective 5.6 3,839 2.9 ee a” ere 14.1 9,612 16.9 1 1 
American Magazine 63.4 27,203 27.1 11,606 |Screenland Unit .......... 28.1 12,067 23.9 14 22 
*American Forests 8.6 3,612 5.5 2,310|Sereen Romances (MM) 42.3 18,169 30.9 76 
American Home ...... 38.0 24,025 26.4 ee ee Re 14.1 9,612 12.8 42 
American Legion 23.7 10,184 14.8 6,362) True Confessions (F) ..... 40.0 17,176 26.2 11,298 
Asia & the Americas...... 6 280 By | 712|True Experiences (Mac)... 34.3 14,730 29.7 1 Fg 
Better Homes & Gardens 54.1 34,215 42.5 26,864) True Love & Romances 
Christian Herald 17.9 7,705 16.8 7,202 Cee “ni dbaavadeateNaec¥e 35.8 15,362 28.6 12.266 
ROU, noe yuk s5-o% £.7 1,847 2.9 1,970| True Romances (Mac) 36.6 15,688 31.2 13,373 
Cosmopolitan ...... 67.1 28,802 46.4 DR PUN BOOTH ok as de wacecace 49.5 21,237 32.8 14 048 
*Dell Detective Group 15.4 6,620 11.6 en Ne i tee dE 8 HHO 250.8 158,475 136.9 RH 489 
*Dun’s Review ....... 21.6 9,279 6.0 2,600 |Woman’s Day ...........- 30.4 13,059 27.4 11,739 
Sa 11.6 4,980 6.4 2,754) Woman’s Home Companion 58.0 39,445 47.6 = 32 454 
Esquire (Ni: ational) 61.3 41,210 33.4 22,437 —— pour Sige saree) ~ 
oo eee “th 8.5 5,829 8.1 »,547 Metes GOOD 1... ac iaee 1,894.6 974,988 1,291.1 666 31; 
Fawcett Men's Group 8.4 3,616 6.1 2,618 STANDARD 
so 4, | SRR eres toe 172.0 108,704 112.5 71,128 |*American Mercury ....... 9.8 1,788 7.6 9 
*Grade Teacher, T he. 20.6 9,078 20.5 9,045| Atlantic Monthly ...... 44.4 18,657 30.9 57 
*Guide Detective Unit 5.6 3,787 3.0 2,014} Harpers Magazine ...... 37.9 9,026 19.9 2 
*Hillman Detective Group. 9.0 3,879 12.6 5,395 ——. ee —_. * 
House Beautiful 40.8 25,773 22.3 14,093 raw. 0?) 3.) JCC 92.1 29,471 58.4 13,482 
House & Garden 30.1 19,040 28.0 17,705 OUTDOOR 
*Improvement Era - 18.0 7,781 15.1 6,483 |*American Rifleman ...... 31.4 13,483 24.7 10.576 
Macfadden Detective (Grp.. 12.0 5,163 5.0 2,149|Field & Stream ........... 34.9 14,966 23.3 10,013 
Mechanix Illustrated ...... 34.1 7,631 22.1 4,945 |Fur-Fish-Game ...... 12.9 5,545 10.5 1,518 
*Moose Magazine ........ 7.0 3,003 8.6 3,679 | Hunting & Fishing ...... 12.4 5,311 11.3 1,835 
*Motor Boating 67.3 29,052 37.5 ROe PE BBO oe bcc e sre ces 29.9 12,837 17.1 7,341 
National Geographic 34.1 8,120 15.7 By Ven Oe 13.6 5,839 3.6 1,555 
Nation’s Business ........ 65.8 27,652 46.2 19,808 |Bports Aflel@ ..V.5........ 28.2 12,105 16.4 7,036 
'‘*Nature Magazine 5.0 2,119 6.1 2,592 —_  -——— — = 
Popular Mechanics ..... , 69.6 15,585 52.1 11,667 Total Group ...... 163.3 70,086 106.9 45,874 
*Popular Publications CGirp.. 9.5 2,122 12.3 2,735 JUVENILE 
Popular Science ....... 71.0 15,928 43.9 9,837 |*American Girl ........... 5.0 2,180 5.7 2,465 
ES ee 39.5 16,933 31.7 Se I ED cee bebe ce asees 9.3 6,360 7.9 5,424 
te ee eee 5.0 2,153 4.5 1,951) *Calling All Girls...... 4.9 1,869 8 127 
Scientific American 12.9 5,516 11.6 a ee 4.9 2,126 2.8 1,197 
PE. speeds +ebwn oa 20k 6 x 14.2 6,099 10.6 4,541 |Open Road for Boys....... 11.5 4,940 6.8 2,907 
*Street & Smith Fiction ie a re 3.0 1,143 “= oe 
Ee ae 9.5 2,156 11.5 2,57 ———— om a, an - 
PEE on 6 Uno hoa ¥5 6.06.04 68 26.3 11,083 20.0 8,385 | A ee 35.6 17,475 23.5 12,126 
*Thrilling Group 19.1 4,284 18.1 4,055 WEEKLIES—AUGUST 
Town & Country ...... 84.6 96,875 42.0 28,238) *American Weekly 39.5 75,188 23.5 44,759 
EE diate kate tree ee we ed 1.7 1,077 |*Business Week ..... 280.6 120,365 226.1 97,009 
Woodmen of the World 2.8 1,207 1.4 813 /|*Christian Advocate 13.3 5,585 11.0 4,607 
En? ws ww eien.e’s 67.6 42,723 35.0 BEBO FTE, 64 bin a bn be eee a 149.5 101,637 116.6 79,278 
— - a om MEUM gcc iuceetedesdsceceeec 49.3 21,171 55.3 23,740 
means GAPOUD 2 oi eccccas 1,369.1 658,352 918.9 43: 3,275 | Family Circle 59.7 25,618 61.7 26,487 
WOMEN’S Forbes $3.2 14,255 23.3 9,97 
*Charm 89.3 38,393 36.7 16,780 (Grit ....>. 11.9 9,97 14.7 17,479 
| ae 81.1 34,813 40.8 17,508 | *Liberty 49.1 e071 46.8 20,09 
Good Housekeeping 110.7 47,490 76.5 fk SS ee ee eee ee 295.0 200,642 211.8 144,020 
Harper's Bazaar 166.7 112,051 73.9 49,652 |"Look ...... 73.7 50,099 31.6 21,472 
IE as ea casa dy ce 9.4 7,104 11.0 8,348 |Newsweek ........ 271.8 114,170 157.6 67,616 
*+Hollywood (F) ied | cae 30.4 13,037|*New York Times. 55.0 55,046 33.9 33,916 
POPE ee eee 16.2 11,045 10.9 7 S00 TOW «WOPMEE 6s ssc vcveres 141.0 60,501 119.6 61,303 
Ladies’ Home Journal. 89.2 60,645 71.2 Ow FRPP ee ee 15.6 10,630 3.0 2,040 
Mademoiselle ............. 161.4 69,228 125.7 53,903 | Saturday Evening Post 219.5 149,231 179.8 122,249 
a ee ' 62.1 42,209 55.1 SY OG eee, GHG ckbeed ces cdvace 45.0 38,261 31.2 26,521 
Modern Romances (M M) 36.9 15,819 29.2 SPREE £408 <a ess vee re 342.6 143,897 256.6 110,069 
Modern Screen (MM)...... 43.9 18,850 32.6 13,983 | *United States News, The.. 169.1 71,034 90.1 37,852 
Motion Picture (F) 45.7 19,587 32.3 13,843 ee a 
PREOVSO EMEO siwicccss ‘ 22.9 9,828 14.6 6,249 Tee TRO nc es xeae's 2,314.4 1,288,373 1,694.2 940,485 
®*Movie Radio Guide.... 14.9 10,101 13.2 NE ah tte 
*Movie Stars Parade 22.6 9,688 13.6 5,820 *Figures furnished by publisher 
Movie Story (F) 44.8 19,235 30.7 13,166 y ‘ 
|S ea ea 23.7 9.787 18.2 5,877) {Ot included in total. 
Parents’ (N. Y. Metro. Ed.) 62.1 26.648 48.3 20.778 ‘August-September agures both years. 
+Parents’ (National) 57.8 4.791 $4.4 19.065 “Combined with Motion Picture in 1943. 
*Personal Romances 16.4 7.045 10.5 4,484 91943 a monthly; 1942 a weekly 
Photoplay-Movie Mirror ‘Sold in combination with Screen Guide, 1943. 
(Mac) 40.1 17,200 34.7 14,892 *Four issues, 1943; Five issues, 1942. 
EE). oc wee ob ds aah 30.9 13,297 20.5 8,797 "Magazine not received to date. 
SEPTEMBER ADVERTISING LINAGE IN FARM PAPERS 
Commercial Display Commercial Display 
Including Poultry and Display Including Poultry and Display 
Livestock Advertising Livestock Advertising 
- 1943. -——-_1942-—_. 1943 1942 —-1943—— 1942. 1943 1942 
Pages Lines Pages Lines Lines Lines Pages Lines P ages Lines Lines Lines 
Monthlies Kansas Farmer 17.7 18,426 11.6 8.798 11,618 499 
}*American Fruit Grower 6.6 2,991 5.2 344 2,991 2.344] Michigan Farmer 20.8 15,98 14 : 11,294 15,008 10.646 
American Poultry Missouri Farmer 9.7 7.629 7.6 5,934 7,571 6,934 
Journal: Missouri Ruralist 19.0 14,419 14.1 10,710 12,758 7,197 
Eastern Fdition 6.5 11.370 16.5 7.078 4,512 5,984] Montana Farmer 33.2 25,111 24:2 18.287 18,925 13,541 
Central Edition 20.0 8.576 13.2 5,679 7,231 4,989] Nebraska Farmer 27.7 20,960 19.3 14,592 19,758 13,352 
Western Edition 18.5 7,949 10.4 4.456 6,759 3,980 tZone 2.9 2,184 4.4 3,304 2,184 3,124 
| tIn all 3 Editions 17.7 7,609 10.4 4,442 6,503 1,980] Ohio Farmer 23.7 18,225 13.8 10,618 16,887 9.727 
*Better Fruit 10.4 4,375 6.0 2,443 4,375 2,443] *Oregon Grange 
| Breeders Gazette 15.9 7,142 13.1 5,892 5,358 1,596 l‘ulletin , 10.1 11,0232 12.7 18,748 11.082 13.748 
California Citrograph 16.9 11,37 14.7 9,873 11,371 9,873] Pen ‘sylvania Farmer 22.3 17,107 10.7 8.244 15.796 7.144 
Capper'’s Farmer 35.5 24,124 24.9 16,899 23,767 16,8691) °Utan Farmer 5 8.693 9.4 7,128 8,537 6, 966 
%*Carolina Co-Operator 5.7 2,380 én 2,380] Wallaces’ Farmer 26.045 18.5 14,462 22,2956 11 3 
Country Gentleman 56.2 8,224 44.2 30,035 37,824 29,923] Western Farm Life 3.¢ 18.475 22.8 17,859 10,084 gf 
*Electricity on the Wisconsin Agriculturist 23.8 18,65¢ 11.3 8.833 18,232 8 
Farm oe 5.8 2,072 6.3 2,231 2,072 2.33 . —o— 
Farm and Ranch 24.7 18,702 14.5 10,934 17,854 10,628 Total Group 366.9 285,140 243.4 190,579 253,617 161 
Farm Journal & Bi- Weeklies—August 
Farmer's Wife $6.1 19,780 33.7 14,443 19,424 14,331] %American Agriculturist 19.8 14,385 19.6 14,299 12,882 12 
*Florida Growers Mag. 5.9 4,000 4.5 3,060 1,000 3,060) *Arizona Farmer 20.8 15,753 34.3 25,906 15,683 24,68 
*Hoosier Farmer, The 16.5 7,40¢ 13.¢ 6,122 7,406 6.122) California Cultivator 21.7 16,382 16.1 12,153 16,058 11 $ 
*Kentucky Farmers ‘Dairyman’s League 
Home Journal : 12.0 9,419 9.6 7.494 8,253 6.620 News 6.2 4,500 5.3 : 0 3,919 3 
| *Michigan Farm News 1.1 2,308 1.5 » 996 2 308 2,996 | Tdaho Farmer: 18.9 14,311 15.0 11,357 14,256 11 
*National Livestock New England 
Producer 6.3 1.60 8 4,198 4,602 4,198 Homestead 19.3 18.516 10.0 7,001 12,037 6 
‘tNation’s Agriculture 2,38 2,383) Oregon Farmer 18.4 13,921 13.6 10,243 13,865 10 
*New Jersey Farm & Pacific Rural Press 
Garden 27.6 12,424 17.7 7,950 10,486 7,202 Northern Edition 29.3 22,143 323.7 7,147 21,623 16 
| *Ohio Farm ‘Bureau Southern Edition 28.4 21,50 21.3 6.135 20,9828 15 
News 9.3 4,196 10 4,646 4.196 4,646 *Roth Editions 26.8 0,258 19.9 15,015 19,788 14 
| Poultry Tribune Prairie Farmer 
Fastern Edition 33.4 14,322 23.9 10,230 12,755 9,410 Ill. & Ind. Editions 28 0,771 15.6 11,361 20,440 11 
Central Edition 27.5 11,806 20.9 8,978 10,804 8.582] Rural New Yorker 18.8 14,766 8.5 6.671 12.191 5 
Western Fdition 24.7 10,59 17.9 7,679 9,710 7,512] Washington Farmer 19.0 14,327 14.7 11,145 14,27 11 
Pacific Edition 27.1 11,62¢ 19.1 210 10,301 7,819 
tIn all 4 Editions 24.1 10,34 17.1 7.335 9,694 7,196 Total Group 249.1 186,278 196.7 147,268 178,207 139 
*Progressive Farmer Weeklies—August 
Carolina-Va Edition 31.3 80 23.2 16,894 22.502 16,80 ‘Capper's Weekly ‘ 7.676 ® ¢ 5,792 6,934 
Georgia-Ala Edition 32.6 7 24.1 17,554 23,444 17,434] St* Washington Grange 
Ky.-Tenn. Fdition $1.8 23,138 23.0 164735 22,884 16,681 News 17.6 19,110 19 
Miss.-La.-Ark. Edition 30.4 115 23.3 16,971 21,938 16,860) weekly Kansas City Star 
Texas Fdition 32.7 798 24.5 17,854 23 394 17,734 Missouri Edition 3.5 8.617 ye | 6,656 8,219 6 
In all Ed tion on 4 0.647 21.0 15,300 20,486 15,246 a 7 
Average 5 E ditions 1.8 118 23.6 17,201 22,83 17,102 Total Group 6.9 16,19 3 12,448 15,153 11 
Southern Agriculturist 18.6 13,049 190.8 7,583 12,861 7,611 Dailies—August 
Southern Planter 19.8 13,870 12.2 8,502 13,550 8.142] *Chicago Daily Drovers 
Successful Farming 56.2 99 40.3 18,111 75,031 17,994 Journal 4 8.716 13.7 28,198 27,699 24 
*Kansas City Daily 
Total Group 727.9 417,192 528.9 304,066 398,963 294,517 Drovers Telegram 19.2 40,8 16.3 34,708 30,872 26 
Monthlies—Augcust *Omaha Daily Journal 
Arkansas Farmer 7.1 sd 5.4 % 5 5,311 6,344 Stockman 21.4 $4,751 17.5 7,26 31,876 3 
Farmer-Stockman 18.1 708 10.9 . 35 12,618 7,928 *St. Louis Daily Live 
*Idaho Granecer 5.7 1 7 7 oe 6.153 ane " Stock emertes 12.2 862 10.6 °° 600 18.120 16 
Wyoming Stockmar . ‘ 
Farmer 4.8 ! is 6.8 6 O58 4.116 8460 > : - 
Total Group 70.1 150,154 8.1 122,771 108,467 100 
Total Group 49 ‘ ‘ & 198 & HOR 
Semi- Monthlies—August ‘Ficures not included in total 
*California Grang 4 0.174 0.174! *Figures furnished by publisher 
Dakets, Pari 18.7 14,438 10.4 7,991 14,410 7,991] Ome Zone Past eee Say: 2 
; T : ; ; 26 10.928 °5 019 10 ‘| 2One issue — eee — 
- D . 18.4 14.801 15,964 12,544 rwo issues, 1943; three issues, 1942 
“ | ‘Four issues, 1943; five sues, 194° 
P 14.4 11.27 s1 ‘ 2 9.767 5.958 | Figures not received to date 


Joins Einson-Freeman 


"A. J. May SJr., 


New York Times, has 


Cry, is S- 


formerly with the 
joined Ein- 
son-Freeman Company, Long Island 


|Crinion Joins ‘Secrets’ 
Thomas I. Crinion, formerly with 
Hearst Publications and Paul Block | B. C., agency, 
& Associates, New York, has joined | office 
the staff of Secrets. 


in Edmonton, 
| Winifred Sutton as manager. 


Opens Edmonton Branch 
Stewart-Lovick Ltd., Vancouve 
has opened a bran 
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advertising Age, September 20, 1943 


Meet Reader Needs 
With Advertising, 
ABP Officials Say 


New York, Sept. 16.—“Because 
his business paper Is a business 
man's textbook which he must 
tydy constantly to keep abreast of 
progress in his trade, industry, or 
profession, advertising in such 
sapers must be based on facts of 
real interest to reader prospects. 
Unproved claims, generalities, and 
platitudes are taboo. Copy must 
serve the basic needs of the reader 
by g ving him definite information, 
idea’, and suggestions which will 
help him in solving his job prob- 
lem 


Thus the Associated Business 
Papers explained to ADVERTISING 
Ace the objectives of the field sur- 


veys for which ABP trains inter- 
view ers to serve ABP members. 
‘Field research is being conducted 
by more and more publishers in the 
interests of helping advertisers to 
increase the effectiveness of their 
advertising,” said ABP, “and it is 
hoped by this activity to inspire the 
advertisers, themselves, to go into 
the field and search out the infor- 
mation which will enable them to 
be more specific and helpful to the 
readers they seek to interest.” 


Eight Publishers Use 


The ABP Reader-Problems Inter- 
viewing service, to date, has been 
utilized by eight publishing houses 
representing 17 publications. Sev- 
eral other publishers employ their 
ywn full-time field research work- 
ers. In every case these publishers 
have found that this reader-prob- 
lems research enabled them to pass 
along to their advertisers facts, not 
hunches, concerning the problems 
and needs of readers. Three trained 
ABP workers perform the field re- 
search, being hired out to member 
publishers for an average period of 
eight weeks. 

Here is how the field work is 
conducted: An ABP member pub- 
lisher arranges to hire one of the 
three ABP research workers to 
make a study in his field. The 
interviewer visits with readers of 
the publication and talks to them 
ibout their problems and what kind 
f help they expect in the way of 
information from manufacturers. 
Detailed reports are made by the 
worker to the publisher who ana- 
lyzes the material and prepares it 
in various bulletin forms for dis- 
tribution to his advertisers and 
prospects. 

“Obviously, in reports released by 
a publisher, company and product 
names are omitted,” ABP said. 
“Also, a publisher must necessarily 
make a study of a more general 
nature covering an entire class of 
products instead of a single make 
or brand. Thus it is evident that 
an advertiser conducting such field 
work through his own advertising 
department or agency would obtain 
much more helpful information 
about his own specific products and 
iny problems involved in their 
specification and use. Hence his 
advertising copy could be more 
specific and to the point.” 

In addition to maintaining its 
wn staff of workers to conduct 
field research, ABP has aided some 
member publishers in training their 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


§ Photo-engravers in Chicago 
207 North Michigan Ave. 


@ —- FRANKLIN 5854 
Seeeee 0 


own permanent staff members in 
this work. 

E. F. Hamm Jr., publisher of 
Traffic World, is chairman of the 
committee of 13 member publishers 
in charge of this activity. 


Thomas to Executive 
Post with A. & S. Lyons 


Earl G. Thomas, recently returned 
from service with the armed forces, 
has been named executive vice- 
president of A. & S. Lyons, New 
York, and has assumed charge of 
the New York office of the talent 
agency. 

As theatrical adviser with the 
rank of captain in the Army, Mr. 
Thomas developed and produced 
soldier shows, utilizing military 
personnel exclusively, both in this 
country and overseas. Following 
completion of this task, he was 
placed on an inactive-duty status. 
Prior to entering the service, Mr. 
Thomas was radio director in the 
Chicago office of McCann-Erickson, 
and was founder and first president 
of the Chicago Radio Management 
Club. He was radio director of 
A. & S. Lyons from 1928 to 1936. 


Cassingham Is 
New Manager of 
Int'l Cellucotton 


Chicago, Sept. 16.—Resignation 
of Charles S. Pearce as president, 
and appointment of R. B. Cassing- 
ham as general manager of Inter- 
national Cellucotton Products Com- 
pany was announced here today. 

The change in executive posi- 
tions follows the sudden death of 
Henry A. Jost, vice-president, of u 
heart attack last Friday. Both he 
and Mr. Pearce had been contem- 
plating retirement, and Mr. Pearce 
said his resignation at this time 
would remove the need for a later 
reorganization. His retirement will 
be effective Dec. 31. 

Coming to International Cellucot- 
ton from the chairmanship of Col- 
gate-Palmolive-Peet Company, Mr. 
Pearce has directed its sales and 
distribution policies since May, 
1934. He continues on the board 
of directors, and is also on the 
boards of Colgate-Palmolive-Peet 
Company, Parker Pen Company, 


Upper Avenue National Bank, Clark 
Equipment Company and Reynolds 
Spring Company. 

Mr. Cassingham, the new general 
manager, is a 20-year man with the 
Kotex-Kleenex organization. Start- 
ing as a detail salesman in 1923, he 
came up through the ranks as east- 
ern sales manager, West Coast 
manager, and in 1939 became gen- 
eral sales manager. 

H. W. Meyer succeeds to the post 
of general sales manager. He has 
been in charge of wholesale factory 
operations with title of general fiela 
manager. 

No changes in policy are contem- 
plated. 


Mc-E Announces Changes 


McCann-Erickson, San Francisco, 
has appointed Joseph R. Fox direc- 
tor of media, replacing John A. 
Nelson, who has been transferred 
to the Roma wine account service 
group. Allen G. Jones, accounting 
department manager and assistant 
media analyst, has been appointed 
space buyer and supervisor of the 
accounting, contract and order divi- 
sions. 


ees 


— 


45 


Triggs Named V.P. 


L. F. Triggs has been appointed 
vice-president in charge of copy of 
Erwin, Wasey & Co., New York. 
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~ BUY WAR BONDS AND STAMPS 


Which is the Editor? 


HERE are two Alabama farmers looking over Caley 
peas as they come from the combine. If you are 
acquainted with Alec Nunn, you will know that the 
farmer at left is Editor of the Georgia-Alabama- 
Florida Edition of The Progressive Farmer. 

Most of our editors look like farmers because most 
of them are farmers .. . are actively engaged in mak- 
ing a success of farming in the South. Even our Home 
Editor, Miss Sallie Fletcher Hill, operates her own 
farm. Through their farming operations and their 
travels, the editors of The Progressive Farmer keep 
“in neighborly touch” with the rapidly changing 
problems and opportunities of Southern agriculture. 

[ach of the five separate, localized editions of The 
Progressive Farmer is edited by people who have 
their feet in the plowed ground of the territory they 


serve. That’s 


why the editorial columns of The 


Progressive Farmer are the farmer’s language . . . why 

its editorial leadership is practical as well as pro- 

gressive. 
And that’s 


Progressive Farmer makes you a good neighbor to 


also why your advertisement in The 


your Southern customers, who are more prosperous 


today than ever before in history. 


The South Subscribes to 


The Progressive Farmer 


{ i 


Advertising Offices: sirmMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coost Representotive: Edward S. Townsend Co., San Francisco 
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Harvester’s Ad 
Dept. Merged in 
‘Consumer’ Setup 


(Continued from Page 1) 


ment which—as may be easily 
understood—has plenty else on its 
mind, especially in a war-manufac- 
ture environment. 


New Duties Added 


“Most of the activities shown in 
our new departmental chart were 
already under our former advertis- 
ing setup. Some did not seem to | 
fit under the limiting term. War 
brought new duties into the picture, 
such as war products service, and 
special emphasis on wartime man- 
uals. Others may be in the offing. | 
The operation as a whole could not 
seem to find the necessary orienta- 
tion and there was a resultant part- 
efficiency for which nobody seemed | 
directly responsible. 


“Finally we took stock and began | 


to view the matter in full perspec- 


tive. The war no doubt accelerated 
matters. We began to see that all 
of these projects in some way or 
other touched the consumer. The 
objective in all of them was the 
improvement of Harvester’s rela- 
tions with the consumer—our po- 
tential customer — whether in the 
farm field, the truck world, the 
industrial power or other markets.” 

Harvester’s advertising depart- 
ment was launched in 1902 as an 
expansion of earlier advertising 
pioneering which began with Cyrus 
McCormick and the first reaper. 


Re ge 


5 6 City 


MOBILE 
illic 


Natrona! Representanves 


THE JOHN BUDD COMPANY 


The company has always believed 
| strongly in the power of advertis- 
| ing, but of late, said Mr. Seyfarth, 

“we have come increasingly to real- 
| ize that ‘advertising’ was a coat 
| simply not ample enough to fit the 
'frame or bulk of what we had 
| to do.” 


Pre-Selling Is Job 


The’ main job, he continued, is 
pre-selling, developing prestige 
based on the reputation Harveste: 
has earned. This indirect sales- 
|manship is keyed to its method of 
distribution and aims to be of 
utmost help to the sales organiza- 
tion at the points of sale. 

“So we decided on the term ‘con- 
sumer relations’ as a more compre- 
hensive and adequate designation,” 
he said. “It rounds out a stiil 
| broader program which Harvester 
| recognizes by maintaining a labor 
|relations department for the fur- 
| herance of its contacts with em- 
ployes and labor generally; and a 
| Jublic relations staff which bears 
on the public as such, and not as 
| specific consumers. 


“Our products are all heavy, 
essential, utilitarian, productive 
| zoods—and, incidentally, we are 


| proud of that fact. In consequence 
| they lie somewhere between what 
the economists and the dictionaries 
call consumer goods and capital 
zoods—in other words, somewhere 
| between shaving creams and ma- 
| chine tools. 
we do not have ‘consumers’ 
samé elemental sense as Wrigley or 
| Gillette. 


Are Prime Consumers 


| “We have no sympathy with that | 
| view; 
the government and its War Pro- 


| juction Board, which terms Har- | 


| vester and other large war goods: 


Advertising Age, September 2 


INTERNATIONAL HARVESTER'S ADVERTISING DEPARTMENT EXPANDS 


CONSUMER RELATIONS DEPARTMENT 
A. C. SEYFARTH, Manager 
C. E. JOHNSON, Asst. Manager 


' 


7 


4 


FARM PRACTICE 
RESEARCH 

A. P. Yerkes, Supervisor 
Will concern itself specifically 
with the investigotion of new 
crops and new methods of pro- 
ducing ond handling crops, 
making such information avail- 
able to all Company depart- 
ments interested. Will also 
conduct special research activ- 
ities and investigations ot the 
request of other departments. 


MARKET ANALYSIS 


CONSUMER RESEARCH 


& on Strasser, Supervisor 


i ond 
soles morkets Po soles poten- 
tials and conducting research 
of consumer demand as to 
styles, sizes, etc., of products. 


ADVERTISING 

W. L. Ninabuck, Supervisor 
Will develop plans for all ad- 
vertising media, and handle 
the preparation and schedul- 
ing of advertising copy in gen- 
eral papers, 
farm publications and class 
and industrial papers; includ- 
ing planning ond execution of 
radio campaigns and outdoor 
display. Will hondle all prod- 
uct publicity. 


SALES PROMOTION 
R. S. Williams, Supervisor 
Formulating and planning all 
soles promotion activities di 
rected either to the dealer or 
through the dealer to the con- 
sumer. Supervising direct-mail 
lists and mailings, shows, state 
fair and other exhibits, dem 
onstrations and deoler enter 
tainments. Planning and di 
recting distribution of motion 

pictures and slide films. 


1 


| 


ADVERTISING 
MATERIAL 
H.C. Wright, Supervisor 
Preparation and printing of 
oll U.S., Canadian, and Export 
catalogs, pomphiets, folders, 
booklets, posters, other adver- 
tising moterial, and all Com- 
pony product publications 
Procurement of photographs 
and production of motion pic- 
tures ond slide films. Art work. 


EDUCATION 

AND TRAINING 
H. P. Howell, Supervisor 
All general office training pro- 
groms, excepting those thot 
apply to the works. This in- 
cludes educational and train- 
ing octivities carried on in co- 
operation with Smith -Hughes 
Schools, stote agricultural col- 
leges, and U.S. Department of 
Education; also training schools 
for the Armed Forces. Devel- 
opment of Company training 
program for branch and deo!- 
er personnel. 


PARTS CATALOGS AND 
INSTRUCTION MANUALS 


Don Jones, Supervisor 
Preparation and printing of 
all operators’ manuals, instruc- 
tion books, parts catologs, and 
product information books 
covering Horvester products. 
Also preparation, printing, 
and distribution of all oper- 
ating manvals and ports cato- 
logs required on Government 
orders. 


WAR PRODUCTS 
SERVICE 

L. H. Ford, Supervisor 
Servicing and providing infor. 
mation and instruction on 
Company products delivered 
to the Armed Forces. Control- 
ling the activities of service 
engineers now covering Army 
corps ond Novol boses. 
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WHY PAY MORE IN HOUSTON 


WHEN KXYZ GIVES YOU CHOICE 


LOW COST NETWORK AND SPOT 


AVAILABILITIES BETWEEN 


HIGH HOOPER+=RATED PROGRAMS 


Attractive Combination Rates on KXYZ-KRIS (Corpus Christi) 


HOUS TO 


KXYZ 


we Ree Xk A'S 


NOW 5,000 WATTS 


1320 KCRG OR MUTUAL 


REPRESENTED BY THE BRANHAM COMPANY 


| 
| 
| 


Some might argue that | 
in the | 


and neither apparently has | 


HARVESTER WORLD 


CANADIAN 
AND EXPORT 


PURCHASING 


C. B. Clark, Editor 


HARVESTER PRESS 
L. Plough, Superintendent 


H.C. Ray, Supervisor 
This division will represent 
Consumer Relations Deport- 
ment in all Canadian and Ex- 
port activities. It will concern 
itself with special Canodion 
ond Export plons and mote- 
tial, and coordinate U.S. plans 
with Canadion and Export 
requirements. 


M. J. Swon 
Spoce ond miscellaneous 


OFFICE 
W.O. Maxwell, Office Mgr 
Accounting, mailing, general 
office routine, and supervising 
utility deportments. 


This chart shows the nine major divisions of the new consumer relations department set up by International Harvester Co., 
the supervisors, and functions assigned to each division. 


manufacturers 


‘prime 


consumers’ 


| 
tractors, or 


fleets of trucks. We 


would not be restricted in the nev 


| when doling out their controlled | propose to view them all as human | setup, but on the contrary would 


materials. 


“That 


| relations.’ 


is the gist of the story | 
| behind our expansion to ‘consumer | 
All our consumers—cus- 
| tomers and potential users — are | department.” | newspapers, 


| beings whom we can help to help| be able to operate more effective); 


/people, whether their need is for 


That in brief will be the objective 
| of 


Mr. Seyfarth 
|food production equipment, crawler | Harvester’s 


lves to better livelihoods. 


It 


our new consumer relations 
emphasized 
advertising program | 


in harmony with 
continue 
national 


other 


magazines, 


divisions 
to make use 
farm papers 
industrial publications 
that | radio and outdoor advertising. 
Harvester’s use of paid space wa: 


es eee 


_ 


7 7. kn 


This Advertisement is dedicated to 
the man who feels that there surely must 


be a better and simpler method. . 
where .. 
ments of his advertisements and printed 
pieces. Today there’s a ONE best way in 
everything. Why order your cuts from one 


concern —typesetting from another, blocks 


away —and then give your printing to a firm 
even farther distant? Try the Faithorn COM- 
PLETE SERVICE route. It will be NEW—and 
you'll be glad to join our long list of satisfied 
customers. Write, or phone Wabash 7820. 


a 
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. some- 


. to handle the production require- 
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FAITHORN CORPORATION 
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4dveé 

ybstantially cut soon after Pear) 
Hal and the program since tnen 
sas peen hanaied on a conservative 
as However, Mr. Scytarth said 
expenditures probabiy will ap- 
a normal for the company’s 
oat cal year wWaicn starts Nov. 1. 
“Mainly because of space costs, 


tor suca a huge company rua 
stantial figures, the advertis- 
vision unaoubtedly will con- 
to absorb a large part of the 
tment’s appropria.cions. 

vester has employed littie 
and outdoor advertising in 
months. Its newspaper ad- 
rtsing, On an irregular schedule, 
»yeen largely of an institutiona! 


harocter. War themes have been 
iv hearty, consistent support in 
newspaper, farm paper and _ busi- 
ess paper schedules, including war 


and stamps, the scrap metal 
rive in whieh Harvester did an 
tstanding job, conservation, food 
freedom, and the company’s 
Tractorette program. Product copy 
ially is coming back into the 
icture, although its appeal must of 
sity be confined to essential 


chart explaining duties of the 
new department has already been 
jistributed to the Harvester organi- 
ation, including branch managers 
‘hroughout the country, with a let- 
ter from Vice-President J. L. Mc- 
Caffrey explaining the setup. The 
ympany intends later to distribute 
woklets going into more detail 
with regard to functions of the 
arious divisions, and paving the 
vay for more efficient cooperation 
tween the company Office and all 
ranch organizations. 

Aubrey, Moore & Wallace, Chi- 
ago agency which has long handled 
the Harvester account, will continue 
o act in that capacity. 


Ziegfeld Becomes V. P. | 


William K. 
Ziegfeld, with| 
Young & Rubi-| 
cam, Inc., since | 
December, 1941, 
las taken over | 
his duties as 
vice-president in | 
charge of copy in| 
the agency’s Chi- | 
cago office. His | 
appointment to} 
the new office) 
was announced 
recently (AA, 
Sept. 6). Mr. 
Ziegfeld has been 
head of the staff since 1941 and 
for five years prior to that served 
s copy director of the Ralph H.| 
Jones Company, Cincinnati agency. 


W. K. Ziegfeld 


Wardley Joins Sutton 
Charles A. Wardley has resigned 
manager of Gulf Publishing 
Company in Pittsburgh to become 
the New England and New York 
representative of Electrical Equip- | 
ment, published by Sutton Publish- 
ng Company, New York. 


Smith Elected Vv. P. 


Arthur A. Smith, formerly vice- 
president in charge of sales of the 
California and Hawaiian Sugar Re- 
fining Corporation, San Francisco, | 
as been elected Ist vice-president. | 
He will continue to direct the sales 
and distribution activities of the 
ompany. 


Real OPPORTUNITY | 
for TWO 

ADVERTISING 
MIEN! 


One Needed With 
Industrial Experience 


Manufacturer with 30 million dol- 
r annual business, national and 
ernational. Fastest growing or- 
nization in its field. Located in 
» of the West’s most beautiful and 
ithful cities. Living conditions 
eptionally fine—living costs mod- 
ite. Job pays good salary, with 
rmanence and substantial advance- 
ent. Man must be 25 to 38, 4-F or 
irried with children. Should be 
ilistic thinker, sound planner. able 
write simple, strong, persuasive 
py. Also a man. same age and 
aft status, especially experienced 
writing copy for industrial mar- 
et. Should be engineer or of en- 
ineering type of mind. A real op- 
irtunity for two able, ambitious 
ung men. Address Box 4316, Ad- 
‘ertising Age, 100 E. Ohio St.. Chi- 
igo. 


F. W. RICHARDSON 


Berkeley, Cal., Sept. 14.—Friend 
W. Ricnardson, 78, tormer Catifor- 
nia governor and newspaper pub- 
jisher, aied of a heart aisment Sepi. 
5. He had been presiaent of tne 
California Press Association for 41 
years. 

In 1894 Mr. Richardson purchased 
a half interest in the San Bernar- 
dino Times-Index, becoming full 
owner two years later. When he 
moved to Berkeley in 1901 he be- 
came interested in the Berkeley 
Gazette and the Alameda Times- 
Star. 


DAVID J. McGRATH 


West Englewood, N. J., Sept. 14. 
—David James McGrath, 53, head 
of the illustration department of 
McGraw-Hill Publishing Company, 
New York, died here Sept. 12. 


JOHN C. FULMER 


Utica, N. Y., Sept. 14.—John C. 
Fulmer, former owner of the old 
Utica Sunday Tribune and the Her- 
ald-Dispatch, who had been hospi- 
talized since July following a hip 
injury, died Sept. 8 at the age of 81. 

Mr. Fulmer was one of the foun- 


ders of the Utica Deutsche Zeitung, | 
and in 1896 bought the Sunday Tri- | 
Two years later he founded | 


bune. 


the Dispatch, which he merged with 
the Heraid. Acquiring the sunday 
Journal in 1907, Mr. Fruimer com- 
bined it with the Tribune and Ob- 
server to form the Observer-Dis- 
patch. He retired in 1922, when 


Gannett Newspapers bought the 
newspaper. 
EDWARD O. KOCH 

Chicago, Sept. 15.—Edward O. 
Koch, formerly with Guenther- 
| Bradford & Co., and a nephew of 
Otto Guenther, president of the 


agency, was killed yesterday in an 
airplane crash at Parks Air College, 
E. St. Louis, Ill., where he was an 
instructor. He was 28 years old. 


JOHN R. HURLBURT 

Washington, D. C., Sept. 14.— 
John R. Hurlburt, one of the foun- 
ders of Mechanization, with which 
he served as secretary and adver- 
tising director, died Sept. 6. He 


had been affiliated with the coal | 


production industry for 20 years. 


FRANCIS X. MANGAN | 

New York, Sept. 14.—Francis X. 
Mangan, 47, advertising manager 
of the Long Island Daily Press, died 
Sept. 9 at Mary Immaculate Hos- 
pital, Jamaica, after suffering a 
heart attack in the newspaper’s of- 
fices in Jamaica. Mr. Mangan, who 


was formerly with the advertising | 
department of the New York Post, | 
had been with the Press since 1922. | 


JULIUS MATHEWS 

Boston, Sept. 15.—Julius Math-| 
ews, 85, treasurer and principal 
stockholder of the Journal, Bidde-| 
ford, Me., and president of the| 
Jul.us Mathews Special Agency, 
newspaper representative, died here | 
Sept. 8. Mr. Mathews established 
his agency at the turn of tne cen-| 
tury, and it now represents 50 New 
England newspapers in the national 
advertising field. 


North Western 
Names Frier, Koval 
The Chicago & North Western | 


Railway has appointed Harry W.) 
Frier director of public relations| 
and Francis V. Koval, publicity 


manager. Mr. Frier has been man- 
ager of the road’s advertising de- 
partment for the past three years, 
and Mr. Koval has been associated 
with Howard G. Mayer, public rela- 
tions counsellor. 
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Show War Uses of Paper 
An exhibit of pulp and paper 


| products used for war purposes will 


be held at the Palmer House, Chi- 
cago, Sept. 21-24, under the spon- 
sorship of the Technical Association 
of the Pulp and Paper Industry, 
and contributed to by Chicago 
paper houses. Motion pictures will 
be shown to illustrate the part 
played by paper in the war effort. 
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In the 


works 


A New, National Advertising Campaign 


to create larger audiences for 


Blue Network Programs 


Advertisers using The BLUE know from 
experience that The BLUE, for the past 
three years, has been doing the “head- 
and-shoulders” job of building audiences 


for BLUE programs. 


This has been accomplished through 
our “Audience Building Kits’ —and the 
wholehearted cooperation of our stations 


from coast to coast. 


IN THE WORKS NOW —is a new, 
national advertising campaign to be con- 
ducted by The Blue Network and its afiili- 


ated stations—to build still larger audi- 


We've been working on plans for the 


past year or so; we've developed many 
“blaze-the-trail” ideas: and with more 
and more good new programs starting on 
The BLUE—we’ve got much more to offer 


the radio homes of America than ever be- 


fore. 


AND WE ARE GOING TO CALL 


THEIR ATTENTION T¢ 


PROGRAMS — to build more audiences 
and better ratings for our advertisers —to 
continue to make The BLUE A CON.- 
STANTLY BETTER BUY FOR OUR 


ADVERTISERS. 


Watch for the full 


) ALL OUR 


story of The 


| 
| 
BLUE’s new Audience Campaign. | 
| 
| 
| 


The DlueNctwork 


A RADIO CORPORATION OF AMERICA SERVICE 
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Nelson Warns of 
Further Newsprint 
Cuts Next Year 


(Continued from Page 1) 
ported by Harold D. Boeschenstein, 
WPB trouble shooter who has been 
acting as coordinator for woodpulp. 
The latter warned that no pulp re- 
lief can be expected for nearly nine 
months, and that additional cuts 
are inevitable. 

The extent of the fourth quarter 
cut in the magazine paper allotment 
remained undecided meanwhile as a 
task force of the magazine industry 
advisory committee sought addi- 
tional information on paper pros- 
pects during the early months of 
1944. 

Although the committee had not 
yet reached a decision, it was gen- 
erally believed the cut would at 
least match the 5% voted for the 
newspaper industry, and might ex- 
ceed that figure if the committee 
were convinced that an extremely 
tight supply situation was inevi- 
table during the first two quarters 
of next year. 

In deciding on fourth quarter 
quotas, both the newspaper and 
magazine committees have had an 
alternative of taking a sharp cut 
now to bring supply and demand in 
line, or of postponing the cut by 
digging into inventory. The news- 
paper committee voted to subsidize 
supply during the fourth quarter 
from inventory. The magazine 
group is still studying the problem. 
Both committees have had to con- 
sider the possibility of improvement 
in the supply picture through wood- 
cutting drives in the United States 


or improvement in the Canadian 
situation. Still pending, and of 
great potential significance, is the 


report of the international factfind- 
ing committee under Charles E. 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 
607 S. DEARBORN ST. 


CHICAGO 


Adams, which is studying pulp sup- 
ply and demand in both the U. S. 
and Canada. 

WPB, meanwhile, is tightening up 
its administrative machinery in an 
effort to hold supplementary grants 
to a minimum. Supplements to 
limitation orders covering maga- 
zines, books and newspapers are to 
be issued Monday, Sept. 20, setting 
forth essential facts which should 
be considered in appeals for addi- 
tional print paper. 

Appeals from newspapers should 
be based on some of the following: 
Growth of population in the paper's 
trading area; increase in circulation 
prior to Dec. 31, 1942, by bona fide 
reader interest, not by promotion 
stimulants; voluntary paper con- 
servation methods instituted in 1941, 
which reduced the newspaper’s base 
period usage; 1942 consumption of 
newsprint by those not in existence 
throughout 1941; temporary suspen- 
sion of publication in 1941; dis- 
continuance or merger of papers in 
the community, requiring adjust- 
ments in the quotas. 

Magazines, similarly, may base 
claims on: Voluntary conservation 
efforts in 1942 which reduced the 
publisher’s base period usage; un- 
usual seasonal variations in pub- 
lishing schedules requiring redis- 
tribution of quarterly quotas; ad- 
justments for those not in existence 
throughout 1942; adjustmenfs for 
magazines first published during 
the first quarter of 1943, when users 
of 25 tons or less per quarter were 
exempted under L-244; temporary 
suspension, because of. strikes, 
breakdowns or similar conditions; 
increased need for religious or in- 
structional publications required by 
the armed forces. 

Appeals need not be limited to 
these arguments, WPB said. “Other 
unusual or extraordinary conditions 
which may constitute excessive or 
undue hardship” will be consid- 
ered. 

Sends Out Questionnaires 

With additional curtailment al- 
most certain for the first quarter of 
1944, the WPB printing and pub- 
lishing division is gathering infor- 
mation on the paper needs of news- 
paper and magazine publishers. 

A questionnaire was mailed out 
this week to all newspaper pub- 
lishers asking basic facts on circu- 


WALKED IN ON US! 


Flooding the already teeming Sabine area of Texas 
with busy hands and well-filled pockets, 87,000 people 
moved into the counties of Jefferson and Orange in 
the past 18 months, to contribute their brain and 
brawn towards winning the war. 


Such greatly expanded buying power makes the 
metropolitan center dominated by KFDM, a market 
well worth your most strenuous advertising efforts. 


Over 250,000 people, 


working in huge mills, refineries, 


fields and shipyards in the rich Sabine area, await 
your message over the station Hooper proves is the 
favorite by far. Add KFDM to your radio schedule 


now! 


REPRESENTED BY HOWARD H. WILSON CO. 


TE 


LUE NETWORK. 560K C 


MEANS BUSINESS 


*Magnetized 


drawing people and 
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MAGNETIZED 
SABINE AREA 


—— 
XAS — 
augue 
WATTS 
——— 
— 
—— 
sections’ 


industries from other 


| 
New Federal Account 


lation, mewsprint supply, basic 
quota, consumption and inventory. 
‘these questionnaires, to be filled 
out in triplicate, are to be returned 
to the Census Bureau of the De- 
partment of Commerce by Sept. 23. 

A similar questionnaire to deter- 
mine past paper requirements of 
magazines and help estimate future 
demands, is being prepared for dis- 
tribution to magazine publishers. 
WPB officials explain that tabula- 
tion of this information will enable 
the government to gauge publishers’ 
needs more accurateiy and aid 
materially in equitable division of 
the paper supply. 

Until relief is forthcoming, which 
will probably not be until at least 
late spring, when the new wood 
crop comes down from the forests, 
the WPB-industry salvage efforts 
for waste paper have been inten- 
sified. 

Through Olian Advertising Com- 
pany, St. Louis, the eastern and 
western paperboard mills are 
spending $55,000 a month for news- 
paper and outdoor advertising in 
about 70 cities. 

Present advertising expenditures 
for paper salvage represent a large 
increase from previous budgets for- 
merly covering Only newspaper 
space. Since Sept. 1, this industry- 
sponsored advertising has appeared 
on outdoor posters in Detroit, and 
is rapidly spreading to Cleveland, 
Washington, Philadelphia and St. 
Louis. The campaign is scheduled 
indefinitely and may run for the 
duration. 

Also Using Radio 

Salvaged paper can be re- 
processed in the manufacture of 
|cartons and wrapping paper. These 
users, including producers of many 
paperboard war products, are cur- 
rently getting 45% of the United 
| States wood pulp supply, compared 
|to 6% of the United States cut to 
| newsprint. Increased supplies of 
‘salvaged paper are expected to 
reduce the carton industry’s wood 
pulp demands. 

Meanwhile WPB continued con- 
servation efforts by amending its 
packaging regulations to save an 
estimated 21,000 tons of paperboard 
by curtailing use of individual size 
cocoa packages and by cutting the 
weight of candy and textile boxes. 

Approximately 4,000 tons of pa- 


perboard will be saved through 
abolishing the individual serving 
cereal box in retail stores. The 


small packages will continue to be 
available for restaurants, however. 
By reducing the weight of candy 
boxes, WPB will seek another 5,000 
tons of paperboard, while restric- 
tions on boxes for knitwear, includ- 
ing hosiery and knitted underwear, 
are expected to yield 12,000 tons. 


Geyer Agency Names 


Bertch as New V. P. 
J. Widman 


Bertch, former 
deputy director 
of the Salvage 
Section of the 
War Production 


Board, has been 
named vice-pres- 
ident of Geyer, 
Cornell & Newell, 
New York. Mr. 
Bertch resigned 
his WPB post to 
join the agency, 


and will be lo- 

J. W. Bertch cated in Wash- 
ington. 

| Mr. Bertch will be the account 


ment, which recently appointed the 
agency to handle recruiting adver- 
tising for all its branches except 
the Woman’s Army Corps. 
joining WPB a year and a half ago, 
Mr. Bertch was associated for 14 
years with the Lee Anderson Ad- 
vertising Company, Detroit, where 
|he was vice-president and account 
executive serving Chrysler Metors. 


North American Starts 
Extensive Campaign 


North American Accident Insur- 
ance Company, Chicago, has re- 
|} leased an extensive advertising 
| campaign which includes spot radio 
jin 25 cities and more than 200 
| newspapers across the country, call- 
|}ing for frequent insertions of vari- 
| ous size space units. The campaign 
| will be further augmented by a list 
of national Franklin 
Bruck Corporation, 
New York, is the agency. 


magazines. 
Advertising 


| Boorum & Pease of Brooklyn, 
manufacturer of blank books and 
loose leaf devices, has placed its ac- 
count with Federal 
| Agency, New York. 


executive serving the War Depart- | 


Prior to | 


Advertising | 


a waacnate 


Advertising Age, September 20. 


tatives Available,” 


cash with order. All other 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
3@ cents a line, minimum charge $1. 
classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


(single insertion 


REPRESENTATIVES WANTED 
Sales Representatives, Chicago and 
other key cities calling on advertising 
trades. EYE-CATCHERS monthly 
photo service. Nothing like it any- 
where. Appeals to Agencies, Manu- 
facturers, Publishers, Printers, etc. 
Broad market. Splendid prestige. Al 
product. No blue sky. Good money 
maker. Commissions paid promptly. 
Leads furnished. Write D. H. Living- 
ston, EYE-CATCHERS, Inc., 10 East 
38th St., New York, 16. 


__ POSITIONS WANTED _ 
PUBLIC RELATIONS 


Publicity, & Promotion 
executive with outstanding record of 
successful national campaigns; wide 
experience and contacts in newspaper, 
magazine, syndicate, radio and com- 
mercial fields; highest credentials; 
available immediately for corporate 
or agency affiliation. 

Box 4315, ADVERTISING AGE, 

330 W. 42nd St., New York, 18 
In ST. LOUIS or Mid-West 
Connection as copywriter, account ex- 
ecutive, house organ editor or adver- 
tising manager by man of ripe expe- 


Exploitation 


rience and exceptional ability. Ove! 
draft age, sober, dependable. Fine 
record. 


Box 4312, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 
Copywriter-Contact Man Now in Mid- 
western national industrial agency 
desires permanent location in South- 
west with agency or advertiser. Ten 
years with nationally known auto- 
motive and industrial manufacturer in 
manufacturing, purchasing, advertis- 
ing (5 years catalog-direct mail 
copy). 35, married. Draft exempt 

Box 4313, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


COPYWRITER, knowledge of sales 
promotion methods, understand pro- 
duction of art, engraving and print- 
ing. Healthy, enthusiastic, draft ex- 
empt. 
Son 4310, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Layout, production or ass’t, adv. mgr. 
Capable. Wants permanent connec- 
tion in Chi. or vicinity. 3-A. 

Box 4307, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
LAWYER, specialist in advertising 
law, familiar with FTC and court rul- 
ings and their application to adver- 
tising copy writing, also nationally 
known as writer on advertising law, 
is available for position as house at- 
torney with large agency or adver- 
tiser willing to pay substantial salary 
to man of unusual background and 

ability. 
Box 4253, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
THERE IS ONE JOB fitting my talents 


and experience, and I am seeking it 
now that my merchandising display 
business is a war casualty. I have 


been in department store advertising 
worked 5 years in a G-E advertising 
and sales promotion department 
owned and edited a weekly newspaper 
built a business designing and manu- 
j}facturing displays from $30,000 annua) 
j} sales to $225,000. I am a college grad- 


| 


uate, married, currently draftproof 
(38 in October) and now living in 
Cleveland but will go anywhere to 


that one job 
write... 

Box 4309, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


If you have it for me, 


HELP WANTED 


SALESMAN 


Lithograph Displays 


Experienced in creative selling and 
perhaps not too far advanced but 
thinking post war and seeking im- 


|}proved working environment. Chicago 
| area. 

Zipprodt, Ine. 
6 N. Michigan Ave., Chicago, Il. 


Opportunity For 

A Writing Man 
We want a man who likes 
copy—who writes good copy 
and unique opportunity 
at good pay 
a principal 
cially sound, 
an inspiring 
Box 4318, 


to write 
Unusual 
a writing job 
plus a chance to become 
in this successful, finan- 
small agency, which has 
list of national accounts. 
ADVERTISING AGE, 
100 E. Ohio St., Chicago, Ml. 

|P.S. If you must live in a big town 
don't bother to write 


HELP WANTED 
PUBLISHER’S ASSISTANT — I+ 
URED FINANCIAL INTEREST | 
cessful, expanding, depression 
business in Southwest. Good 
Should now be holding responsib 
sition with publication or adv. a 
Must be of executive calibre, eff) jen; 
under 40 and experienced in ad) 
ing-sales, editing, layout, prod, or 
capable of complete managem: ‘al 
high grade trade paper in a m . 
teresting field, and promotion of 


consumer publication in same {iejq 
For past 8 years, give all positions 
held, duties performed, salaries re. 
ceived and names and addres: of 
employers. State work most fi- 


cient in, and include sizeable sna; 


Box 4311, ADVERTISING A¢ 

100 E. Ohio St., Chicago, 11 
Outdoor Advertising Salesinan fo, 
both 24-sheet Posters and Painteg 
Bulletins. Excellent opportunity fo, 
permanent position to good man, }*y}! 


est cooperation. 

Trowbridge Outdoor Advertising Cory 

86 Freylinghuysen Avenue 
Newark, New Jersey 


WRITER WANTED 
for Staff Work in Cleveland 


One with experience or its equivalen: 
in training. For greeting card ideas 


and verses. Good salary. Good fy 
ture. Send samples of work and con 
plete personal data. 


Editor, AMERICAN GREETING 
PUBLISHERS 


1300 West 78 St., Cleveland 2, Oni 
ARTSY ow 
Perhaps you are a layout man in; 


manufacturer’s art department, or 


you may be free-lancing, or in ; 
studio. If you’d like to join a fast 
growing, progressive Ohio advertis 
ing agency, if you want a permanen 
position, if the opportunity to ad 
vance as we advance interests you 
tell us about yourself, salary require 
ment and draft status. We offer a 
genuine opportunity for the right 
man. 
Box 4314, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


WANTED: ADVERTISING and SALES 
PROMOTION MANAGER 
An established chemical corporatio: 
engaged in essential work requires 
the services of a man to create and 
produce advertising material for a 
wide variety of products which ar: 
sold to drug, hardware, automotive 
and oil jobbers. Familiarity with any 
one or several of these fields woulk 
be helpful. This is a genuine oppor 
tunity to connect with an expanding 
business. 
Box 4304, ADVERTISING AGE 
100 E. Ohio t., Chicago, 11 
Opportunity with 
Advertising Agency in St. Louis 
for young men, to 30, who 
been rejected from military service 
ind not how engaged in essential in 
dustry. Must be single. Position calls 
for travelling, with opportunity for 
advancement, College education pre 
ferred Write one-page letter stating 
education, previous business exper! 
ence and three personal references 
Box 4308, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
Man or young woman for editorial 
work on business paper. Must be ex 


99 
we 


have 


perienced and capable of writing 
news, articles, rewrite, and assign 
ments. Write giving complete facts 


of experience and salary requirements 
All replies will be held strictly confi 
dential. 
Box 4297, ADVERTISING 
100 E. Ohio St., Chicago, 11 
A skilled commercial artist desires 
free lance work-—lettering, spots ge 
eral finish black and white drawings 
on a free lance basis. What have you 
to offer? 
Box 4255, 
100 


AGE 


ADVERTISING 
E. Ohio St., Chicago, 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 S. State St. Chicago, (11. 
REPRESENTATIVES AVAILABLE 
Experienced trade paper space salc*s- 

man, covering N Yr. area, seeks f 
time connection with established 
dustrial or general publication. Dr 
exempt. 

tox 4305, 
Ww 


AGE 
11 


ADVERTISING AGI 


330 42nd Street, New York City 


|W ant add’t'l. business paper, Chics co 
jand 


about 400 mi. radius, 
ration and perhaps 
Dwinell, 907A Mdse. 


for the 
longer M 
Mart, Chicag: 


L&M Is Agency 


In a reproduction of an institu- | 


‘tional advertisement in the Sept. 6 
issue, captioned “1400-Mile Gun,” 
ADVERTISING AGE erred in crediting 
Foote, Cone & Belding as the agency 
| for Tide Water Associated Oil Com- 
pany, sponsor of the advertisement. 
Lennen & Mitchell, New York, 
handles the Tide Water account. 


‘Scanlan Joins Kuoni 


Frank Scanlan, for the past six | 


years with Sarra, Inc., Chicago, has 
joined Charles F. Kuoni, 
color photography. 


j 
| 


‘Congdon Transferred 


Robert S. Congdon, for five years 
|a member of the sales 
‘and merchandising department of 
| McCann-Erickson. New York, has 
been assigned to the service depart- 
ment. 


Chicago, 


promotion | 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUST*’ 


| Write for Sample Copy - Chicago, !!. 
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$100,000 Drive 
Introduces New 
Read’ to Public 


Continued from Page 1) 


ly magazine field. Its prede- 
Rodale Press publications, 
Digest and Science and Dis- 
,, have a background of eight 
of established publication. 


Contest Featured 


tanding feature of the adver- 
‘sinc campaign seeking direct mail 
“jbs viptions in New York, Penn- 
ia, Massachusetts, New Jer- 
nd Washington, D. C., is a 
0 puzzle contest due for an 
ek run in newspapers, offer- 
10,000 to the lucky first place 
winner. Publishers’ Service Com- 

New York, which usually 

only with newspapers, is 
ting the contest and also 
ling straight editorial advertis- 
ng, Read being the first magazine 
vhich it has furnished its serv- 


mon 
cess 
Fact 
cove 
yeal 


“Although published with a for- 
mat similar to Reader’s Digest, 
Read does not claim to compete in 
the digest field,” Henry Lee, man- 
wing editor of the new magazine, 
told ADVERTISING AGE. ‘“Approxi- 
mately 80% of our articles are writ- 
ten exclusively for Read and do not 
epresent a condensation of longer 
irticles.” Mr. Lee also declared 
that no advertising will be carried, 
nor is any expected to be sought 
for some time, at least until the 
paper shortage becomes less acute. 
A 5,800-line advertising schedule, 
with copy challenging readers to 
compete in the puzzle contest, will 
nclude four or five insertions in 
each paper during the 11 weeks, 
ifter which straight editorial copy 
jescribing contents of each new 
ssue will run once a month. New 
York papers included in the large- 
scale campaign are the Herald Tri- 
bune, Post, Times and World-Tele- 
yram, with leading papers in 14 
ther maior markets also running 
similar advertisements. 


Sells at 25c Per Copy 
Printed in the handy “digest” 
size, Read sells for 25c a copy, $3 a 
year. The magazine runs 128 pages, 


sdvertising Age, September 20, 1943 


including factual articles which 
humanize scientific advances, and 
timely articles on vital subjects. 

A self-made man of wealth who 
regards the money he spends in 
publishing as a philanthropy, Mr. 
Rodale, editor and publisher, de- 
votes his resources to producing 
books and magazines which he 
judges worth while to the public, 
regardless of their popular sales 
appeal. Mr. Rodale says he is 
guided by the philosophy that “the 
sum total of human happiness 
comes from the pleasure one gets 
out of life and not from the money 
one makes.” 

The story of Mr. Rodale’s climb 
to success is typically American. 
Undaunted by the fact he could not 
enter college, he struck out for him- 
self, acquiring a small electrical 
business. After 20 years of produc- 
tion, the Rodale Mfg. Company in 
Emmaus, Pa., is now on a full-time 
war schedule, turning out electrical 
parts for military machines, with 
annual gross figures running into 
millions of dollars. 

As a hobby, Mr. Rodale built the 
Rodale Press ten years ago. To 
date, the Rodale Press has issued 
several successful magazines, in- 
cluding health, humorous and scien- 
tific periodicals, publications aiding 
the farmer, and the set of literary 
masterpieces entitled the Literary 
Classics. 

Mr. Lee joined the new magazine 
after working for two years on the 
staff of the World-Telegram. Pre- 
vious to that he was with Crowell- 
Collier Publishing Company. 

Mr. Lee told ADVERTISING AGE 
complete circulation figures on 
Read’s first two issues are not yet 
available. 


Goes Semi-Monthly 
Effective Jan. 1, 1944, Aero Digest, 
published by Aeronautical Digest 
Publishing Corporation, New York, 
will become a semi-monthly. The 
new format will be approximately 
one-half the size of current issues. 


Heads Florida Radio Men 

John T. Hopkins, manager of 
Station WJAX, Jacksonville, has 
been elected president of the Flor- 
ida Association of Broadcasters, 
succeeding L. Spencer Mitchell of 
Station WDAE, Tampa. 


Hiram Walker 
Includes OPA 
Prices in Ads 


Detroit, Sept. 15.—To advise con- 
sumers about official liquor prices 
fixed by new OPA regulations gov- 
erning markups, Hiram Walker 
today launched a special newspaper 
campaign in open states that accept 
price advertising. Advertisements 
will be repeated every week for a 
seven-week period in the largest 
list of newspapers Hiram Walker 
has ever purchased in open states. 
Advertisements appearing in local 
markets will carry only the brands 
available in those markets, with 
prices being inserted locally. 


Publicize OPA Prices 


Company policy behind the re- 
lease of this campaign is to cooper- 
ate with the OPA by giving pub- 
licity to the new official prices and 
thus give consumers an opportunity 
to do their own policing in markets 
where overpricing has occurred. 

Text of the first advertisement 
features an explanation of the 
whisky shortage as follows: “The 
whisky now on hand is in no sense 
a ‘reserve.’ Whisky is aged for 
years before it is bottled and mar- 
keted and the present supply was 
intended for sale in ’43, ’44, ’45, °46 
and later. And now this supply 
must be stretched through 1947 and 


1948 because distilleries are now 
making only alcohol for war.” 
Sherman K. Ellis & Co., New 
York, is the agency, with Charles 
E. Staudinger account executive. 


Gruen Places 
Full-Page Copy 
in 13 Magazines 


Cincinnati, Sept. 16.—Full-page 
advertisements in 13 national 
magazines, utilizing patriotic mes- 
sages as well as listing merits of 
Gruen watches, will herald the fall 
advertising campaign for Gruen 
Watch Company. Scheduled to run 
through December, the campaign 
also includes copy in six profes- 
sional magazines and time signal 
announcements over 30 radio sta- 
tions. 

The consumer magazines included 
in the campaign are the American, 
The American Weekly, Christian 
Science Monitor, Collier’s, Esquire, 
Fortune, Life, Mademoiselle, Na- 
tional Geographic, Newsweek, New 
Yorker, Time and Vogue. Business 
publications include American Jour- 
nal of Nursing, Contractors and 
Engineers Monthly, Engineering 
News Record, Journal of the Ameri- 
can Medical Association, Medical 
Economics and RN. One full-page 
advertisement will run in the ma- 
jority of the magazines during the 


49 


campaign, with only four carrying 
more than one advertisement. 

McCann-Erickson, New York, is 
the agency. 


Hannie Joins Stahl 

C. E. Hannie, associated with the 
advertising department of Station 
WHBF, Rock Island, Ill., for the 
past five years, has become a part- 
ner and assistant director of the 
H. M. Stahl Advertising Agency, 
Rock Island, 


Takes KMBC Duties 

Robert L. Mitchell, formerly with 
Station WKY, Oklahoma City, and 
prior to that with Tad Advertising, 
Dallas, has joined the local sales 
staff of Station KMBC, Kansas City, 
to handle retail time sales. 
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Choose the 
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MY DAY used to be! 


“fm I seeing double!” 


No brother, you don’t 
need glasses - San Diego 
has grown like this 
since you “looked” last! 


3 aM. My desk was littered with 


1p. ™. Interruptions were con- 
stant throughout the day. Somebody 
wanted to know where the revised 
promotion budget was .. . who's 
supposed to have the 4-color art- 
work for that magazine ad .. . dozens of routine 
questions that should be answered by routine! 


correspondence and loaded with 
petty time-consuming jobs. Things 


were so confused I’d spend the 

morning just trying to sort things 
out—trying to get under way. 
the job—it was running me! 


I wasn’t running 


_—_ 


UNTIL | GOT THIS FREE HELP 


San Diego represents one popu- 
lation shift which deserves the 
Serious attention of your Vice- 
President-in-charge-of-snatching 
-a-moment - now -and - then -to- 


plan-ahead. 


Dollars spent NOW cultivating 
this big market will make it 
receptive to YOU when your 
plans are ready for release. 

GET LATEST FACTS from our 


National Representatives or 
write direct. 


5 # M™ Miss Ryan could always 
count on a “5 o’clock” dictation ses- 
sion while I tried to clear up at least 
some of the day’s correspondence. 
And I was pretty sure of an “after- 
hours” brainstorm session whi-e I tried to catch 
up on important jobs and planning. Not a pretty 
picture of a day in the life of an ad man but too 


Believe me, the ideas and forms in this new little 
Hammermill book are office tested. They'll help 
you multiply your “effective hours”—keep routine 
flowing smoothly — tell who is to do what and 
when. Help keep your desk and mind clear for 
important jobs. This book will help you meet the 


ere are sound, basic reasons 
wuy the future of San Diego has 
n classed by marketing an- 
ts as the only A-1 city above 
000 population. 


May we 
ply you with them ? 


stepped-up pressure of wartime business. Send 
S A N D | F G U N [ 0 N Kaien ae 
7 @) | r~--------------- ae----- 
ps i i I Hammermill Paper Company 
fond TRIBUNE-SUN Fede 
a Please send me, free, my copy of the Hammermill’s new little book 
: . a . . “3 Steps Th Get Things Done.”’ 
Union-Tribune Publishing Co., San Diego, California 1 - Ne pe ee 
ton 
EPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. Sag 
‘w York « Chicago e Denver e Seattle « Portland « San Francisco « Los Angeles — 


(Please attach to your company letterhead) 
AA-9-20 
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“IT’S ANYBODY'S GuESd~7, @ 


Writes Nephew HENRY W. HARRIS 


The Strategie Slant 


Russtan Stratecy. In announcing the loss of Tag- 
anrog, the German communique says that the Reich’s 
“incomparable infantry,” fighting against “numer- 
ical superiority,” has sealed all breaches made by 
the Red Army in its front, and withdrawn only to 


shorten the line, “thus gaining new re- 


fa- G 


—. | 


wy < | ‘ 


south. The third surprise was the Soviet break- 
through at Belgorod toward Kharkov. After that 
the Red Army had the surprising ability to overcome 
a Nazi counter of 100,000 men, retake the steel city, 
and to keep delivering blow after blow, which either 
cut Nazi rail lines or so threatened them that reserves 
had to be detached to stop the Soviet advance. The 


Germans have not yet had time to catch 


UNCLE 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 


rant, and there are the Uncle Dudley editorials 


DUDLEY, 
BUT HERES MINE” 
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Word trom Moscow substantiates this. 
for we learn that the Soviet advance is 
slow and its cost high—and the Russian 
communiques claim few prisoners. Yet the same 
communique is an admission that the Red Army has 


more men and weapons, and the phrase “shortening 
the line” does not carry with it a hope of approaching 
victory. Russian initiative this year, in addition, is 
the result of Russian skill, as well as of Russian 


numerical superiority. 


The Red Army surprised the Germans by its abil- 
ity to give a crushing repulse to the new Mark VI 
60-ton tank in the enemy July offensive between 
Orel and Belgorod. It surprised the Nazi with the 
strength of its counter toward Orel, and its advances 


to the north, which drew German reserves from the 


One of a series of articles by Henry Harris, appearing 


Army presents a threat to Smolensk, and 
a more serious one to Bryansk. In the 
Ukraine. it menaces Poltava from the 
north, and, by taking Taganrog on the 
Sea of Azov, threatens from the southeast Stalino,. 
from which the enemy launched his successful 
counter-offensive last February. With their flanks 
more than secured, the Russians are also pressing 
west of Kharkov and through the network of good- 
sized industrial cities west of the Donets River. And 


the enemy does not know where they will hit next. 


Outnumbered, facing Soviet air superiority, the 
“incomparable German infantry” may be getting 
groggy. Yesterday's high command communique 
may well intend to prepare the Reich home front 
for a withdrawal “in good order” to the Dnieper 


before Winter—or sooner. 


exclusively in Boston — in The Boston Globe 


The Boston Globe 


Morning + Evening « Sunday 


YOUR ADVERTISING WILL 


BE BETTER READ IN THE 


nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotny THompson ¢ Ernest LinpLtey ¢ HELEN Lom- 
BarRD ¢ Ernie Pyte ¢ Water LippMaNN ¢ Witwiam H. 
STONEMAN © JouNn LARDNER © Jay FRANKLIN @ SAMUEL 
Grarton ¢ Potty Wesster ¢ Dornotruy Hittyer ¢ Joun 
Barry ¢ Harotp Putnam ¢ Satry Stuart ¢ GEorRGcE 
AnTHEUL ¢ ANN Dean ¢ Orro ZausmMeR ¢ JOHN STEIN- 
BECK @ JoHN Kieran ¢ Epcar ANSEL Mowrer ¢ GEeorce 
Wetter @« Neri Gues ¢ Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kink PATRICK ¢ Ricuarp Mowrere A. T. STEELE ¢ LELAND 
Stowe @¢ ALLEN HaypeN ¢ Waverty Roor e CaRrLyLe 
Hort « Dororny Dix ¢ Emity Post ¢ Nat A. Barrows 
e Louts M. Lyons ¢ James Morcan ¢ Cuarces MERRILL © 
James Powers ¢ Eart BANNER ¢ Ext CULBERTSON ¢ 
GRANTLAND Rice ¢ Harotp Kasse ¢ Fiercuer Pratt 
¢ Joseru F. DinNeEEN ¢ JoHuNn GUNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLoBeE 
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advertising Age, September 20, 1943 


P| 


WHAT'S NEW?' PRODUCERS GET TOGETHER 


RCA's full-hour broadcast, “What's New?", heard Saturdays on the Blue Network, 
is having the help of this group of radio men, which includes, left to right: John 
Reber, vice-president in charge of radio; Danny Danker, vice-president in charge 
of the Hollywood office; Robert T. Colwell, vice-president in charge of radio 
writing and production; Lester O'Keefe, associate producer, all of J. Walter 
Thompson Co.; Don Ameche, host of the program; Ralph Rogers, announcer; 
Antony Stanford, producer, and Joe Bigelow, writer, of J. Walter Thompson. 


AIR FORCES APPEAL TO YOUTH 
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This is the first advertisement in the Army air forces’ new campaign to enroll high 

school age boys and 17-year-olds in the enlisted reserve for training before being 

called into service when they are 18. Copy is in the form of a soliloquy in which 

an airman thinks of his crew companions on the way to bomb a target. The 

|,700-line insertion appeared in selected newspapers in cities of 50,000 or more 

population, and in several national magazines (AA, Sept. 6). Geyer, Cornell & 
Newell, New York, is the agency. 
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COMPROMISE 


INSTRUMENTS YOU HAVE OFTEN HEARD, BUT WILL NEVER SEE 


the Fa; 


Cellosax t 


PILOTe RADIO 


In a new series launched by Pilot Radio 

Corp., illustrations show how distorted 

radio reception makes the tones of va- 
rious instruments indistinguishable. 


POSTWAR INFLUENCE 


H. & L. Block has released a campaign 
to business papers and consumer publi- 
cations to show how life in the armed 
forces will affect postwar civilian dress 
habits. The opening color advertise- 
ment will appear in the October issue 
of Esquire. Garfield & Guild, San 


Francisco, is the agency. 


SERIES TELLS HEROISM OF MEDICAL CORPSMEN 


t.8 ARMY MEDICAL DEFT > te ia ¢ a. t. 5. ARMy 
. ' 
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pages in five weekly national magazines for Johnson & Johnson aim at impressing the public with the care given our 


f 


jhting men, stimulating industrial morale in the medical supply industry, promoting nurse recruiting, and particularly, build- 


3 morale among Army Medical Department personnel. Copy will be blown up to poster size for display in Army 
camps throuahout the country to tell soldiers of the department's heroic work (Story on Page 18.) 


Babe Ruth signs the contract for his new NBC program, “Babe Ruth in Person,” 
sponsored by A. G. Spalding & Bros. Others in the picture are, left to right: 
Frank E. Mullen, NBC vice-president and general manager; C. P. Hanly, Ferry- 


Hanly Co., the agency; and L. E. Coleman, vice-president of Spalding. 


NEW ART TECHNIQUE IS USED FOR OVALTINE 


Quit Worrying 


ABOUT VITAMINS 


(a AND MINERALS a. 
Re | 


This four-color page, to appear in This Week Magazine Oct. 24, and McCall's, 
December, exemplifies an unusual new type of illustration and layout for Oval- 
tine which is also being used in The American Weekly and in Metropolitan roto, 
as well as some 25 other magazines. Finished artwork is the product of Don 
Digman, art director of Blackett-Sample-Hummert, which handles the account. 


PLAN MARKETERS’ WAR CONFERENCE 


| be lide, ix | 3 
. 


These members of the Northeastern Ohio chapter of the American Marketing 

Association will handle arrangements for the AMA's 1943 war conference to be 

held at the Hotel Statler, Cleveland, Nov. 11-12. Left to right: Gene P. Robers, 

Weatherhead Co.; Robert Blair, The Iron Age; Dr. Clyde J. Crobaugh, Fenn 

College, Cleveland; Heber E. Allen, Dobeckmun Co.; and Howard W. Green, 
Real Property Inventory of Cleveland. 
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the Sun sells* 


LOOK what's happened to mee aeacie anne te ‘ 

the amusement linage field 

in Chicago: Sun Tribune 
74,990 71,947** 


*Seven days. 


AND NOW LOOK ar this! Amusement Linage—Chicago 
There are more Chicago Sunday newspapers—August, 1943 
papers in direct competition 
with each other on Sunday 
than on any other day of the 
week, but The Sun leads 18,611 | 17,462 | 16,130**| 15,649 
them all in amusement 
linage for August. 


Sun Times Tribune | Her.-Amer. 


Amusement Linage—Chicago Sunday 
newspapers—first 8 months of 1943 


LOOK AGAIN! For the first 8 


months of 1943 The Sun (not Sun Tribune | Times | Her.-Amer. 
yet 2 years old) led all other 


Chicago Sunday newspapers 119,590 |112,348**| 112,293 | 103,836 


in amusement linage. 


**/ncludes ‘zone advertising, reachinga fraction 
of circulation at only a fraction of regular rate 


HOW COME? Well, Sun readers, as a whole, are a lively lot; not 


sour-pusses or glum-ducks. They're free spenders, not niggards. 


Most important, they're fiercely loyal to The Chicago Sun. A 


phenomenal loyalty based on respect for The Sun’s editorial fairness. 


Amusement merchants, and plenty of other advertisers, found 
this out early in The Sun’s career. They have continued to buy space 
in The Sun. And The Sun today is doing a bigger selling job for them 


than ever before! 


Whether it’s amusements or electronics, cosmetics or 


candy, food or any other service or commodity, you'll 


find that: 


“THE ‘SUN gives veal. 


- at of all proportion to’ 
: its | Greulation and cost 


If you want to SELL the Chicago market, remember that a 


new newspaper situation has arisen in this town. It’s this: 


1 You need The Sun in any newspaper combination to 


cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 


small expenditure. Actually you can sell it for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper 


THE CHICAGO SUN 
sells 


THE BRANHAM COMPANY, National Representatives: Acianta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, 
St. Louis, San Francisco, Seattle. 
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